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Merry Christmas 


With a heart felt wish 
to you and yours for a 
Merry Christmas 


A Happy and Prosperous 


| cee f at New Year 
E. C. ATKINS AND COMPANY 


Manufacturers of world famous SILVER STEEL Saws, Saw Tools, Trowels, Files, Machine 


Knives, etc, 


INDIANAPOLIS -_ - INDIANA 





Net Paid Circulation This Issue 19,419 

















BUYING WHITE 
ELEPHANTS OR 
SELLING BRUSHES ? 


O buy brushes sole- 





ly because they are 





"cheap" or because a 








''special concession" 





is offered is hazard- 






ous. If the items fail 
to sell readily, they 
become "white ele- 
phants" that eat up 
profits. This is one of the evils of buying 
brushes from too many sources of supply. 


Furthermore, no merchant can afford to buy 
what he can't readily sell. He must keep his 
brush stocks moving to make profits. 


In one move, the independent merchant can get 
the "strangle hold" on his brush business. 


By concentrating on Osborn Brushes (which meet every need) he can 
simplify his buying, control his stocks, quicken his turn-over, and increase 
his profits. 


Ask your jobber to supply you with Osborn Brushes. If he can't, write us. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland Ohio 
Sales Offices: 
New York, Detroit, Chicago, San Francisco 
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FEATURE THE 
PERSONAL LOCK 


’ for extra holiday 
! profits 












HIS UNIQUE and ingenious locking device 
makes an ideal Christmas gift—one that is 
both practical and useful. Anyone will wel- 
come the protection it affords. In our adver- 
tisement in the December 8th issue of the Saturday 
Evening Post and also December House and Garden 


the PERSONAL LOCK is suggested as a gift. 
The PERSONAL LOCK can be applied to practi- 


cally any ordinary door. No tools are required. This 
lock is not permanently attached but can be in- 
stantly removed and changed from one door to 
another. It is ideal for travelers to provide added 
security on hotel room doors and to lock closet 
doors. It is truly indispensable where locking facili- 
ties are weak or lacking entirely. 


By all means get in a stock of PERSONAL LOCKS— 
use the unique new display card which we provide 
and also demonstrate the locks for all who come 
into your store. 


apllCU OS 









Here is a suggestion that has been followed very 
successfully by many dealers: delegate one or more T 

of your clerks—or hire special men—to do some in- ee es 
tensive outside selling, calling directly on consumers. SONAL LOCK as advertised 
We know the owners of PERSONAL LOCKS, through in The Saturday Evening Post. 


their own enthusiasm, induce others to buy them. 











NOTE: Nos. L-102 and L-103 were designed Suggested Retail Price $1.25 


for locking sliding doors on show cases. 


How to apply THE PERSONAL LOCK 








Remove the cylinder from the lock 


am bar and insert the hook of the bar 


into the place where the regular 
lock bolt goes in the jamb. 


Close the door, then slide the 
cylinder back on to the bar as far 


as it will go; right up against the 
door; and remove the key. 

If the key cannot be moved at this 
position, slide the cylinder back 
slightly until the key will turn. 


Be Sure to Stock this Unusual Lock. If you wish further information write to us. 








THE YALE & TOWNE MANUFACTURING CO. 


STAMFORD, CONNECTICUT, U.S.A. 
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PROFIT 


CERTAINLY. IT GIVES You 
YOU SAY YOUR NEW EVERY HELP TO MAKE SALES 
WESTINGHOUSE PLAN AND MINIMIZES YOUR SELLING 


ACTUALLY PROTECTS AND SERVICE EXPENSES 
OUR PROFITS? 


1F THE WESTINGHOUSE 
PLAN WILL DO THAT WE 
CERTAINLY WANT YOUR 
LINE, CAN WE GET IT ? 
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E 


‘PROTECTION 


For both you and your customers... with the new 
WESTINGHOUSE REFRIGERATOR PROTECTED PROFITS PLAN 


@ The proved dependability of the West- 


YOU CERTAINLY ARE MY STAR OF COURSE! DO. I'M SO DE=j 


¢ ; i j SALESMAN. YOU MUST LIKE LIGHTED WITH MY WESTINGHOUSE 
inghouse hermetically sealed unit allows THE WESTINGHOUSE OWNERS THAT | WANT ALL MY FRIENDS 


CLUB TO BUY THEM 


us to give you and your customers 5 years’ 
service protection. And we are so sure that 


this unit will stand up under heavy duty 





that we provide generous compensation 





to you for any units you may need to 


replace in that 5-year period. : : 
A new and interesting book — the 
Thus you obtain protection on your 
. **20 Question Guide to Protected Profits” 
profits...and in addition, you make 
sums up this Westinghouse Refrigerator 
more sales... speed up turnover... and 
Protected Profits Plan. You'll find it 
earn greater net profit. 


worth your while to get this Guide and 


use it as a measuring stick for any refrig- 










YOu SAY THE MECHAN- VES. You See IT's HERMETICALLY- 

ISM 1S PROTECTED SEALED AND IT'S PROTECTED it} ; 
the Sep — pellanay et Sage erator propositions you may be consid- 
UNTIL 1939 


ering. Use the 
coupon ...or 


your own let- 





terhead. 
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AYERS Rolling - Motion 
Cog - Gear- Pumps 













Whenever a Myers dealer has a customer for a pump he 
has no hesitancy in selling him a Myers. Easy operating, 
full even flow, large capacity, care free and durable, he 
knows that customer satisfaction will be permanent, and 
besides, his own profits are worth while. 


PATENTED Take the matter of styles and sizes, the Myers Line is com- 

tire plete. Single and Double Acting Well and Cistern Pumps, 
House Pumps, Pump Stands and Low Down Pumps. All 
with the Easy Operating Rolling Motion Cog Gear that 
actually saves 33 1/3% of the pumping labor. 











HOSE 
ATTACHMENT Il 
If you are not selling this quality line, the line that in- 
variably proves a pump sales stimulator, why not inves- 
tigate it atonce? Write or wire us. 


THE F. E. MYERS & BRO. CO., Ashland, Ohio 


PATENTED 
COG GEAR 


REVERSIBLE 


Alp | 
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There is a great deal of difference in wire 


screen cloth. Some is poorly painted or poorly 


galvanized, and will not give as long service 
as that made by a careful manufacturer who 


keeps up the quality of his product at all times. 


It makes a difference to your cus- 
tomers which screen cloth you sell. 
Red Edge lasts longer, affords com- 
plete protection and gives entire 
satisfaction. It makes a difference 
to you, too. Red Edge 
is a first-quality screen 
cloth, reasonably 
priced —you sell it at 
a good margin of profit. 
Red Edge satisfies cus- 


Pee Mit SSS ESOS Ses 82S =e; 


Emblem of 


H BUSINESS CHARACTER # 


tomers and its red edge 


vinsenanga | «permanently identifies 
es 
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Reg. U.S. Pat. Off. 


SCREEN CLOTH 





it—you get a bigger volume of repeat business. 

The red edge accurately measures the cloth 
every six inches—you get convenience in 
cutting without any waste. No other screen 
cloth is packed in the Spiral-Wrap, End-Cap 


round package, lighter and less bulky 
than any square carton—you save 
6% in freight charges and 18% of 


your valuable storage space. 


Write for sales helps and prices. 


BRANDS 
‘ge AluminA 


(electro-plated with zinc) 


Black 


(painted) 
Bronze 





SOLD TO AND DISTRIBUTED BY RECOGNIZED JOBBERS ONLY 


REYNOLDS WIRE CO. 





DIXON, ILLINOIS 











INGROUMATIC BLADES 
‘SINGLEDGE 





Genuine 











/ 





Patented 














Mail this 








ORDER BLANK 

to your wholesaler today! 
Wholesaler’s Name 
Whelesaler’s Address 
Ship at once cards GEM Micromatic SINGLEDGE 


Blades (20 packages of 5 blades to each card) 
One Ingersoll Dollar Watch FREE with each card 


Name 
Address 


Offer limited to 5 cards to a dealer. 


Applies only to GEM SINGLEDGE BLADES 














INGERSOLL 
1% WATCH 


WITH EACH CARD OF 


SINGLEDGE BLADES 


20 packages of Cw L/t ee 





Subject to Withdrawal without Notice 
Limit :—5 Cards to a Dealer 


This handsome new Ingersoll Equinox Watch — com- 
pact, good-looking, dependable—is the finest Ingersoll 
ever sold for $1.00. You get one of these fine watches 
absolutely free with each and every twenty-package 
card of Gem Singledge Blades (up to the 5 card limit). 
Think how this steps up your profits! Not only do you 
make your regular Gem profits—but you get a full dollar 
bonus on each card. It’s an extra-profit gold-mine that 
will make every wide-awake dealer order the full 
quantity allowed. 


Cash in on the Millions of 
Gem Micromatic Razors Distributed This Year 


Remember—these watches are a gift to you for display- 
ing Gem Blades. The offer applies to Gem Singledge 
Blades only. The limit is 5 cards to a dealer. Don’t 
wait. Mail the order blank to your wholesaler today. 


GEM SAFETY RAZOR CORP., BROOKLYN, N. Y. 
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about YOUR 


When you stock Cyclone ‘‘Red Tag’ wire 
screen cloth, there is no question about your 
making the largest possible number of sales. 
Consumer acceptance, so valuable to you in 
making profitable sales, has been established 
for Cyclone “Red Tag’’ products by years of 
national advertising. This consumer acceptance 
is constantly increasing because of the high 
quality which has been consistently main- 
tained in ‘Red Tag” products for nearly half 


a century. 


Here are eight reasons why Cyclone ‘Red 
Tag” screen cloth is second to none in quality, 
appearance, and in creating profit for you: 


Wire made of special analysis steel, most suitable 

*for the purpose and controlled by Cyclone from 
ore to finished product is used in all “Red Tag’”’ 
steel Screen Cloth. 


The most advanced methods are used in the making 

"of ‘Red Tag” cloth. New and modern galvanizing 
equipment and formulas for galvanizing enable us 
to insure the finish demanded by your trade. 
Nothing but the highest grade of spelter heavily 
and evenly applied is used to produce this genuine 
galvanized finish. 


Inferior equipment, antiquated methods, lower 
«grades of spelter which decrease manufacturing 
costs but sacrifice quality are NOT used by Cyclone. 


Cyclone galvanized, bronze, and copper screen 

«cloth is additionally protected by a transparent 
coating of high quality lacquer, thus preserving its 
natural color and adding to its life. 


Experiments are continually being made to develop 

* better wire screen cloth and you are assured that 
all of the successful improvements are incorpo- 
rated in Cyclone “Red Tag”’ screen cloth. 


THERE IS NO QUESTOR 











There is a con- 
venient inven- 
tory tagon the 
reverse side of 
the ‘‘Red Tag’’ Cj bie rtrd Vv 
attached to 
every roll. 


PROPERTY PROTECTION PAYS 


All Cyclone cloth is manufactured with two- 
* wire selvage and each roll is individually packed 
in a strong fibre-board container. 


Cyclone ‘‘Red Tag” Painted Black, Galvanized, 
«Copper, and Bronze cloth are all of equally 
high quality. 


Cyclone “Red Tag’’ screen cloth is durable, 
* uniformly woven and of attractive appearance. 
It does not bulge or curl. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 


Pacific Coast Division: Standard Fence Company Oakland, Calif. 
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No. 1560 


Satin Nickel, Bright Nickel Finish. Sizes: 
mee res AtyA to 12. ‘ Skating at Central Park, N. Y. 


Display Skates NOW—Get Skaters Interested 


ON’T wait until skating comes, now is the time to display ice 
skates and use your show windows to attract skaters and 
get them thinking, talking and buying skates. The new line of 


UNION HARDWARE SKATES 


is unusually attractive and the reputation and construction of 
these nationally known ice skates make them quick, profitable 
sellers. Patterns, sizes and prices to suit all classes of skaters, 
including our New Tubular Clamp Skate, No. 1560, shown 
Pathfinder No. A2L Hockey 2 . , 

For Ladies and Girls above. It combines the lightness of the tubular skate with the 
familiar clamp feature. Remember many people will soon be 
saying: “Merry Christmas and Happy New Year” with skates. 
Be ready for business. 


















Your Jobber will supply you. 


No. 1149 “Unitube” Men’s Hockey 
Tube and runner in one piece e Rawat Caer 


Reg. U. S. Pat. Off. 
Established 1854 


Pathfinder TORRINGTON, CONN. 


No. AZ. Hockey New York Office: 151 Chambers St. 


For Men and Boys 









sas | Pla a tata. Eo =~ eer rere 
Model of Nes. 1624, 162412, 172412 No. 592412 


Serew Clamp Patterns Leather Back and Strap 
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DE LUXE 
ASSORTMENT No. 3 


3 5-6 Dozen Varnish and Wall Brushes 


LUXE 
ASSORTMENT No. 4 


Same display as No. 3, but containing 
brushes with heavier and longer bristles 


A BRAND NEW IDEA IN 

BRUSH MERCHANDISING 

. . « GUARANTEEING A 
PROFIT OF 50% 


THE 1935 way to sell paint brushes... more paint brushes! And it 


STAR 


BRUSHES 


was planned and designed from beginning to end for your outlet 
... the hardware store. 

You buy your entire brush stock and displays in one deal...a 
compact set of four colorful and é¢ye-appealing counter merchan- 
disers holding a condensed but complete paint brush line, limited 
to the most popular sizes and styles—from 1,” to 4”, retailing from 
10¢ to $1.00. Refills can be made from open stock. It gives you 


Let's have your inquiries! Give us the name ot —-#//:-:« the advantages by eliminating chance for duplication and 
your nearest jobber and we'll have a represent- insuring quick turnover. 
ative call with samples of these striking new 

Star Brush Merchandisers. STAR BRUSH MANUFACTURING CO., INC. 


Hunters Point Ave. and Manley St., Long Island City, N. Y. 


STAR 


Se 1uahea 
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SimPciFY Your SrTocK TAKI 

































































WITH THIS 


NEW AND CONDENSED 
HARDWARE AGE INVENTORY For , 


asked 1000 leading retail hardware 
merchants to help us design this new 
HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to a line. Your dollar in- 
vestment provides inventory entry space for 
11,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 
easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory sheets to 


HARDWARE AGE 
239 West 39th Street 





New York City 


« 
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@ There’s a rumor going ’round that Frigid- 
aire is about to make an announcement of vital 
importance to shrewd refrigeration dealers. 
This rumor is true. 
Frigidaire’s Sales Plans for 1935 are almost 
ready. They embody, of course, all the princi- 


ples that have proved sound and successful 


in the past—and many new ideas as well. 
If you want to stay on the “‘profit’: side of the 
ledger by swinging along with the leader— 
now is the time to start. 
A letter will bring you advance information. 
Write to Frigidaire Corporation, Subsidiary of 


General Motors Corporation, Dayton, Ohio. 


rigidaire 


PRODUCT OF GENERAL MOTORS 


Tes WORLD’S MOS T POPULAR ELECTRIC REFRIGERATOR 


DECEMBER 6, 1934 


13 











INTERNATIONA, 
PRUCKS 


LOWEST-PRICED 1°:-ton 6-cylinder TRUCK 
IN INTERNATIONAL HISTORY. 


International Harvester now offers by 
all odds the best value in this popular 
field, considering beauty of design, 
high standards of quality throughout, 
and operating economy. A 78.5 h. p. 
engine and sturdy ALL-TRUCK construc- 
tion in a truck of ultra-modern style. 
Inquire of one of our 215 Company- 










An example of the styling of the 
new streamlined International 
Trucks. This is the 1% to 2-ton 
Model C-35 with 9-ft. body. 
Other sizes range from ':-ton 
to 10-ton. Chassis prices start 
at $390 f. o. b. factory. 


owned branches or of any International 
Truck dealer. See the new Model C-30 
and others of the new streamlined Inter- 
nationals now on display everywhere. 
Better still, try one out on your own job. 
INTERNATIONAL HARVESTER COMPANY 


OF AMERICA, INC. 
606 South Michigan Avenue, Chicago, Ii. 


INQ 
C INTERNATIONAL 
Vv. ae 
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W.C.COLEMAN, Presipent CHAS. E. PARR, Vice Pres.& Treas, SHELOON COLEMAN, Secetrany 


== (Oleman [amp and Stove @mpany 


COLEMAN PRESSURE GAS AND ELECTRIC 





WICHITA KANSAS 





FACTORIES HOUSEHOLD APPLIANCES GENERAL OFFICES 
wi “ 
BRANCH OFFICES 
CHICAGO ‘LLINOIS ee cHICAco 
TORONTO. CANADA - — 








PHILADELPHIA 
LOS ANGELES 
TORONTO 


Wicuita, Kansas 





AN OPEN LETTER 
~- to STOVE DEALERS EVERYWHERE 








Again Coleman Instant-Gas Ranges are right out in 
front with fresh, new designs for 1935. 


The 1935 Models have new and more beautiful colors, new 
finishes and new refinements. And of course they have 
all the outstanding features which caused these stoves 
to have such a high sales record in 1934. 





These features did the job: 


The Coleman Instant-Lighting Principle. 
Our Dial-Type Carburetor Valve and the 
original, genuine Coleman Band-A-Bly 
Burner which gives such amaZing cooking 
performance. 


In 1934 some large dealers bought Coleman Instant-Gag 
Ranges by the carload. They sold them in city, town 
and country. In fact, some dealers sold more than half 
their Coleman stoves in cities and towns where ‘city 

&&8sS was available. 


If you are interested in getting some of this attract- 
ive business, you should immediately investigate the 


Instant-Gas Stove Protected Sales Franchise for your 
locality. 


Renewals and new contracts are being made daily. Write 
or wire us for details. 


THE COLEMAN LAMP AND STOVE COMPANY 


Vice President and General Manager 


RUMI 0 cemmmmesonmnncnamm _ 
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LAST YEAR, the number of re- 
plies to the Carborundum radio pro- 
grams made radio history. This 
year, these programs will smash 
even last year’s records. Over one 
hundred thousand people wrote us 
after the first two programs this 
year—three times as many as last 
year. These replies have a cash 
value to you. In addition to a sou- 
venir pocket stone, every person 
who writes us gets a coupon good 
for 10c. at your store on our No. 66 
Household Sharpener (redeemed by 
us for 10c.). 


Get more of this business 


We tell this vast radio audience to 
register their names at their local 
hardware store. Display the card 
featuring these programs in your 
window. Have the registration pad 


handy on the counter. If you 
haven’t a window card and regis- 
tration pad a postcard to us will 
bring them to you. 





STOCK THESE FEATURED ITEMS 


The items listed below, are con- 
stantly being featured on the air. 
Your customers are half sold. Don’t 
delay! Display these items. 


The No. 9 Scissors Sharpener. 

The No. 45 Safety Razor Blade Hone. 
The No. 66 Household Knife Sharpener. 
The No. 57 Farm File. 


These programs will also help you sell all 
of the Carborundum Brand products. 





YOUR CUSTOMERS HEAR THESE 
PROGRAMS OVER THE COLUMBIA 
CHAIN SATURDAYS, 10 P.M. (E.s.1.) 











DISPLAY THIS 
CARD 
IN YOUR WINDOW 
and profit from this 
tremendous radio 
response 


’ ins y ¢ 








THE CARBORUNDUM COMPANY 


NIAGARA FALLS, N. Y. 


CANADIAN CARBORUNDUM CO., 


NIAGARA FALLS, ONT. 


(Carborundum and Aloxite are registered trade-marks of The Carborundum Company ) 
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; Hardware is a line that 
Natisnal combines na with cna 








HE fastidious tastes 
in today’s market 
demand more than qual- 
ity. The added feature 
of style is a decisive help 
in creating sales for this 
popular line of builders’ 
hardware. 


Style indicates not beauty 
alone but modernness, too, as 
applied to design in hardware. 
On this particular point the 
designers of National Hardware 
have again scored and have 
made many new contributions 
to the development and: crea- 
tion of hardware that is simple 
in mechanism and yet so pos- 
itive in its free, easy action 
that friction and subsequent 
wear have been reduced to a 
new minimum. 


Follow the trend of progres- 
sive dealers by supplying your 
trade with genuine National 
Builders’ Hardware. 


National Hardware 

\NAtioNAL is sold direct to the 
retail dealer—a pol- 

\tG. CO. icy that promotes 
quality, service and 


direct selling co- 
operation. 





Natienal | 


BUILDERS’ ] 
HARDWARE 
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NATIONAL MANUFACTURING COMPANY 


STERLING 
ILLINOIS 
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Why this should be 
YOUR BIGGEST 
MAZDA LAMP SEASON 










z ws 2 7 ‘ ; *. 

re. = & ata 
Put the Window Display Service to work 

T promptly. It will help identify your store as 


Bewcr Light-Beter Sight headquarter. Better Light-Better Sight Program 
putting tremendous publicity 
behind lighting 





HERE’S a lot of excitement throughout the nation 
about the big Better Light-Better Sight program! 


Every indication points to the biggest four lamp selling 
‘ months in the history of the lighting industry. The public 
, ee ae is responding quickly to the mighty barrage of Better 
Tear out one of the General Electric current Light-B Sight ad . blici J ad ‘ ] 
2 magazine advertisements. Mount it on card- ight-better olgnt advertising, publicity, and educationa 


board, Put it on a prominent counter and pile and sales promotion work. 
a quantity of fast moving lamps around it. 





If you want to capitalize on the vast amount of interest 
being evidenced in better light, follow the 3 suggestions 
pictured at the left. 


When you do these things, you are signing your name to 
General Electric lamp advertising and cashing in fully on 
the Better Light-Better Sight program. General Electric 
Company, Nela Park, Cleveland, Ohio. 





3 Ask customers to buy. Read General Electric’s 
Better Light-Better Sight advertisements and / 
use their talking points. That may be the final j 

push that's needed. 











ARE YOU LOSING G.. ae 
Ow? j ets, , 
THESE SALES? : yy 
Neighborhood stores and small apartments Your customers 3t af 
and rooming houses use tremendous quan- look for 


tities of incandescent lamps. Are you sure 
you are getting your share of this business 
...Of is it going to someone else?. . .Why 
not make an immediate call on all of these 


Sigemescccues: | GENERAL @ ELECTRIC 
MAZDA LAMPS 
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NORTON Introduces— 


a new Screen Door 
Closer Value! 




















OUR customers—even those with the most cautious pocket- 

books—will welcome this New Model 04 NORTON Screen 
Door Closer. It is designed and priced to broaden your 
screen door closer sales. And may be retailed profitably at 
approximately $1.25. 


This newest NORTON is not a compromise in workmanship, 
materials and performance, but a fitting companion to NOR. 
TON No. 4, which at $2.00 retail has been generally regarded 
as an index of screen door closer values. It is quick acting 
and closes the door without noise or jar. Ruggedly built to 
give lasting service. Only the facilities of the oldest and largest 


Here is Norton Model No. 4 exclusive door closer manufacturer could make possible the 
Still “—~Y ~— 5 screen —_ outstanding value it represents. 
loser. Vital point merit whic z . 
pe it beget Aa ole pas Ask your Jobber now for details and trade prices on the NORTON 
1. Cylinder of seamless brass that line or write direct for full particulars. 
can’t rust. 


2. Spring of highest grade oil-tem- 


5, Checking action easily adjusted | NORTON DOOR CLOSER COMPANY 


to suit various conditions. 


4. End brackets made of steel to Division of the Yale & Towne Mfg. Co. 
eliminate breakage. . — 
Easy to install—easy to remove—years 2900-2918 N. Western Ave. Chicago, Illinois 


of service built in. 


NORTON 


DOOR CLOSERS 











2. 
* 














20 HARDWARE AGE 











cket- 


‘reen 
your 
ly at 


ship, 
YOR. 
rded 
cting 
It to 
rgest 


the 


TON 


NY 


nois 








5 hee 


Just Among Ourselves 


Manufacturers’ Selling 
Policies— 

In a very orderly fashion, hard- 
ware wholesalers are giving close 
and cooperative scrutiny to the sales 
policies of manufacturers. Those fac- 
tories which straddle the distribution 
fence, giving chain and mail order 
firms unwarranted and unfair prefer- 
ential extras, are apparently going to 
be identified. The National Whole- 
sale Hardware Association has made 
available its preliminary study on 
this problem and will probably issue 
further bulletins to members as the 
study progresses. In addition there 
are in force several cooperative 
groups, operating independently of 
the association which intend to keep 
abreast of the subject. Since the At- 
lantic City convention, where a mini- 
mum of comment was heard publicly 
on this subject, there have been rum- 
blings and rumors indicating a more 
militant attitude among wholesalers 
than is generally imagined. There is 
an air of “silent determination” to 
this activity which suggests most seri- 
ous intentions. Manufacturers in po- 
sition to boast of their sales policies 
will find in such announcements a 
most valuable and profitable selling 
adjunct. The others will do well to 
give heed to the problem, for they 
will certainly face very quickly a 
general practice of being asked about 
their sales policies. 





The A & P Strike— 


Had a compromise in its strike 
situation failed, the A & P grocery 
chain was prepared to withdraw en- 
tirely from the Cleveland, Ohio, 
area, closing up its 478 stores, adding 
at least 2500 to the ranks of local 
unemployed. 
lieving at the time that these stores 
would close, have suggested that this 
experience might change the attitude 
of manufacturers who favor chain 
organizations with preferential prices 
and consider chain store distribution 


Several readers, be- 
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By CHARLES J. HEALE 


Editor, Hardware Age 


so highly desirable. Obviously, the 
closing down of 478 stores in Cleve- 
land alone would have eliminated 
an important channel of grocery dis- 
tribution to that area’s million popu- 
lation and would have left a great 
many producers high and dry for 
business in that territory. Manufac- 
turers who had favored the chain set- 
up could hardly expect any distribu- 
tion support from independent whole- 
sale and retail grocery firms and at 
least temporarily would have been 
closed out of the Cleveland market. 


Better Housing 
Campaign— 

Federal Housing Administration 
reports dated Nov. 23 show that 
more than 70,000 jobs employing 
nearly twice as many men have been 
created by loans under the Better 
Housing Campaign. There were 
17,159 such loans totaling $20,004,- 
545 on that date. Coincident are the 
reports on building permits for Oc- 
tober, 1934, which show a 42 per 
cent gain in dollar volume as com- 
pared to the same month of 1933. 
From the hardware trade standpoint 
this is the most important govern- 
mental activity within the recovery 
plan of the Administration. The 
progress of the FHA plan means 
huge sales of merchandise hardware 
stores sell—especially paints, built- 
in household equipment, roofing, re- 
pair parts, tools, builders’ hardware, 
cement, plumbing and _ electrical 
equipment. In my opinion, there is 
more recovery promise in the FHA 
work than in all the other alphabeti- 
cal agencies combined. 








Retail Unionization— 


This time last year, there was an 
active move to unionize retail hard- 
ware clerks in New York City, Chi- 
cago and other large cities. If suc- 


cessful, such groups would have be- 
come Locals under the Retail Clerks’ 
International Protective Association, 
an A.F.L. affiliate. In New York, a 
few dealers are reported as “signing 
up,” and two or three non-signers 
were picketed for several weeks. In 
at least two instances, merchandise 
deliveries were held up through 
Union appeal to unionized truck 
drivers, and some stock shortages 
temporarily handicapped the two 
stores involved.. Prime movers in this 
unionization effort in New York 
were Louis Halprin, former builders’ 
hardware salesman, his brother Ed- 
ward, a law student, and R. D. Denise, 
eastern representative of the Clerks’ 
International, a former C.P.A. The 
Brothers Halprin have given up this 
activity. Louis is selling ash cans to 
the trade and Edward is finishing his 
law studies. Mr. Denise appears to 
be concentrating on the unionization 
of chain store clerks and is apparent- 
ly making some headway in that 
field. In the hatdware trade little if 
any progress was made and the un- 
ionization efforts seem to be aban- 
doned at least for the present. 


More Housing Figures— 

Word recently received from Wash- 
ington indicates that the success of 
this modernization program is as- 
sured. In the 10 weeks ending Oc- 
tober 26 a total of $70,000,000 had 
already been spent on home renova- 
tion. (This includes the $20,004,545 
loans mentioned above.) In the one 
week ending October 26 loans in 
New York State alone totaled more 
than $1,000,000. This represented a 
10 per cent increase over the preced- 
ing week. For the week of Nov. 3 
the increase in Maine was 26 per 
cent. Massachusetts 48 per cent, 
Connecticut 27 per cent and Rhode 
Island 38 per cent. 11,157 institu- 
tions are now making loans under 
the NHA and there are 3707 affili- 
ated Better Housing Campaigns now 
organized or in process of organiza- 
tion. 
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States Now Served 
by Natural Gas 
With Number of Cities 
and Towns Served 
Alabama 44. 
Arizona 7 
Arkansas 114 
California 436 
Colorado 37 
Delaware 29 
Florida 53 
Georgia 24 
Idaho 4 
Illinois 317 
Indiana 111 
Iowa 48 
Kansas 367 
Kentucky 106 
Louisiana 131 
Maryland 28 
Michigan 131 
Minnesota A] 
Missouri . 60 
Montana 50 
Nebraska 118 
New Mexico 17 
New York 174 
North Dakota 18 
Ohio 585 
Oklahoma 305 
Oregon 14 
Pennsylvania 783 
Rhode Island 1 
South Dakota 14 
Tennessee 12 
Texas 615 
Utah 21 
Washington 13 
West Virginia 329 
Wyoming 31 

Total Communities 
Served 5,188 



















Natural Gas Giant 
Expansion of Lines That Will Mean Millions 

























Grand Island, Neb., hardware merchant’: at 


display of natural gas heaters 
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to Hardware Men Likely to Start Coming Year i 


By A. E. LONG 


Omaha, Nebraska 


SLEEPING giant—mighty 
A eica of the hardware busi- 

ness—is likely to awake in 
1935. He has slept for two years. 
The giant holds vast possibilities. 
When he awakes, he will throw these 
at the door of the hardware stores of 
America. 

This is the development of the 
natural gas industry. Expansion of 
pipe lines has been practically dor- 
mant for two years. Inability of the 
pipe-line companies to borrow large 


sums during the stringency retarded 
development. Expansion was thus 
checked just at the moment when it 
was destined to sweep the entire 
United States. 

But it is yet destined to sweep the 
nation from sea to sea. Only the 
universal fear and apprehension that 
seized financial circles has delayed 
the movement even these two years. 
Development of the high-tensile steel 
pipe, only within the past five years, 
has at last made natural gas prac- 
tical thousands of miles from the 
wells. It is now a practical and eco- 
nomical fuel, within the reach of 
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120,000,000 people of the United 
States, as soon as capital again 
comes out of hiding. Nothing can 
stop its onward march. 

Some explanation will be neces- 
sary to make it clear that pipe lines 
thousands of miles long are now 
practical; and some figures will be 
brought to bear to show the poten- 
tial supply of the fuel now in sight 
in 24 States. But first let us see what 
natural gas really means to the hard- 
ware man. 

The era of greatest extension of 
trunk lines occurred from 1929 to 
1931 inclusive. During that short 
period, upwards of 1500 towns and 
cities were added to the list of those 
served with natural gas. Four thou- 
sand hardware dealers, who had 
never before dreamed of natural gas, 
suddenly found themselves selling 
gas ranges, water heaters, conversion 
burners, room heaters, laundry 
plates, and other appliances. One 
Nebraska dealer, who had been do- 
ing a $25,000 annual volume of gen- 
eral hardware, suddenly added a 
$5,000 volume in gas appliances in 
four months. One Kansas dealer, 
when gas came to his little country 


town, sold $8,000 worth of the ap- 
pliances in seven months, which was 
a smashing addition to his otherwise 
meager volume of hardware business. 
Hundreds of dealers in the newly 
opened gas territory, admitted that 
it was natural gas appliances that 
pulled them through the terrible 
year of 1932 when bankruptcy hid 
seemed just around the corner. One 
hardware wholesaler serving Kan- 
sas, Nebraska and Missouri territory, 
checked his books and announced 
that natural gas appliances added a 
surprise volume of $179,000 to his 
1951 sales. Cases are innumerable 
of sensational volume done by 
small-town retailers in remarkably 
short periods of time, after the ar- 
rival of natural gas. 

Many dealers were caught un- 
aware. So quietly did pipe lines 
glide into the various towns, that 
often the lines were almost at the 
gates before the local dealer knew 
gas was coming. One hardware 
dealer, 800 miles from the gas fields, 
was a member of the village board. 
He attended a board meeting at night. 
The question of granting a natural- 
gas franchise came up. He helped 
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States Exporting 


Natural Gas 
And Number of Wells 


in Each 
No. Wells 
Arkansas _ . 184 
California ..__... 30 


Colorado, New 
Mexico, Utah 
and Washington 60 


Illinois ....... 95 
Indiana ....... 1,026 
Kansas ....... 3,290 
Kentucky and 
Tennessee .... ‘1,839 
Louisiana and 
Mississippi 1,314 
Michigan | 30 


Missouri and 


South Dakota 220 


Montana _ 238 
New York 2,191 
Ohio 6,749 
Oklahoma 2,803 
Pennsylvania 19,711 
Teme ..... 1,590 
West Virginia 12,699 
Wyoming... 87 

Total Wells . 54,156 





Showing Natural Gas Mains 


in the United States 
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to vote the franchise. He went home 
and slept peacefully. By noon the 
next day he heard a roaring and 
hissing of steam down the street from 
his store. There were the great en- 
gines and ditching machines already 
tearing up the street and laying 
mains. He realized for the first time 
that “time and tide” and natural gas 
“wait for no man.” He telephoned 
by long distance to his jobber to 
send him the best grade of gas range 
that could be had. He had never 
even seen a gas range, but he wanted 
to sell quality, and he did. The 
wholesaler sent him a $125 range. 
In four months in that village of 400 
people he had sold 16 of them, to- 
gether with a lot of conversion burn- 
ers, side-arm heaters, room heaters, 
circulating heaters, and other items 
in the gas-appliance line. 

But why did natural gas wait un- 
til 1929 to 1931 to take the dealers 
and the public by surprise, a thou- 
sand miles from the gas fields? 
Why had its use previously been con- 
fined to those people living in the 
immediate vicinity of the wells? 

Because the problem was one of 
transportation. Even the ancient 
Greeks discovered some natural gas. 
Because it would burn, théy were 
afraid of it, and called it the breath 
of the Devil. The ancient Chinese 
discovered natural gas also, and used 
it. They piped it through hollow 
bamboo rods. The bamboo took fire 
and the line burned up. They gave 
up in disgust. 

In Pennsylvania, Oklahoma, 
Texas, Kansas, West Virginia and a 
few other States, natural gas has 
been in use for many years. It was 
carried through ordinary steel pipe. 
Up to five years ago natural gas 
could be enjoyed only by those liv- 
ing in the gas fields. Any thought 
of using Texas gas in Chicago was 
ridiculous. To carry such a load 
would have required a main bigger 
than the biggest storm sewer ever 
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Comparative Production of Nat- 
ural Gas, by States, for 1932. (Fig- 
ures from U. S. Bureau of Mines ) 


built. Every mile of such a trunk 
line would have cost an impossible 
fortune. 

But five years ago a scientist gave 
the world his formula for the manu- 
facture of a high-tensile steel pipe. 
This pipe has tensile strength to 
carry 1000 pounds of pressure per 
square inch. This is why develop- 
ment started with a bang in 1929. 

The natural-gas industry saw the 
opportunty this opened. Under such 
pressure they could now carry an 
enormous load of gas in a small line. 
So, instead of a trunk like a storm 
sewer, they laid a 26-inch main from 
Amarillo, Texas, a distance of 1000 
miles, and began serving Texas gas 
to 904,000 domestic consumers in 
Chicago. 

This achievement made little im- 
pression on the American public, but 
was a positive sensation in engineer- 
ing circles. At last gas loads could 
be carried great distances at small 
cost of trunks. Captains of pipe-line 
companies were aflame with enthu- 
siasm. Scores of companies began 
to push trunk lines into virgin ter- 
ritory. Trunk lines went crawling 


' 


over the prairies like huge serpents 
and burrowing underground. Out of 
Texas, Kansas and Oklahoma they 
wound their way, heading for the 
centers of population to the north 
and east. They entwined themselves 
rapidly over the face of Texas. They 
braided themselves over Oklahoma 
and Kansas as densely as the rail- 
roads themselves. They bored 
through mountains and bluffs. They 
bridged the mightiest rivers. They 
thrust their noses into Nebraska, 
Iowa and Missouri less than four 
years ago. They nosed over the 
great Missouri River by their own 
bridge, a little below Omaha, and in 
less than three months were serving 
36 towns and cities in Iowa. Besides 
the line to Chicago, another great 
trunk plunged through Texas, Okla- 
homa, Missouri, Illinois and into In- 
diana to the city gates of Indianapo- 
lis. Still another came rooting its 
way northward from Amarillo 
through Texas, Oklahoma, Kansas, 
Nebraska, and at Ponca, Neb., laid 
the largest single-span pipe-line 
bridge in the world, to conquer the 
Missouri River, and invade South 
Dakota. It came slushing through 
the snows of Minnesota; and 2000 
people from the little villages rushed 
out to a conference to learn about the 
uses and advantages of this new 
“Devil’s Breath” from the south. 
Today, 24 of the 48 States are pro- 
ducing natural gas in commercial 
quantities. Thirty-six States are us- 
ing it. There are 5188 towns and 
cities served by this fuel. The latest 
figures available from the United 
States Bureau of Mines, give 6,506,- 





No. states using 
No. towns and cities using 


city limits . . 





Summary of Natural Gas 


Development in U. $.:— 


No. producing wells... . 
No. new wells opened annually... . . 
No. domestic consumers........ . 
Annual production (cu. ft.).... . . 1,555,990,000,000 
Supply in sight (Geol. estimate) . . . 
No. states producing and exporting . 


Miles of mains and laterals in use, ex- 
clusive of those inside town and 


Investment in pipe-line companies 


54,156 
1,000 to 2,866 
6,506,000 


(Years) 50 
24. 


$1,000 
$2,500,000,000 
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000 as the number of domestic con- 
sumers using natural gas. Annual 
production is 1,555,990,000,000 cu- 
bic feet. 

But what of the available supply 
of gas for future expansion? Emi- 
nent geologists say the supply is 
assured for the next 50 years. There 
are 54,156 producing wells in the 
United States today. For every well 
exhausted each year, two new ones 
are brought in. For example, in 
1930 there were 1400 wells aban- 
doned, and 2866 new ones opened. 

But what is the possibility of re- 
newing this great expansion move- 
ment in 1935? To answer this, it is 
necessary to inquire into what caused 
the expansion movement to be 
checked when it was in the latter half 
of 1932. The depression was two 
and a half years old when expansion 
of gas lines was still going on at a 
mad pace. Hundreds of hardware 
dealers along these pipe lines sold 
so many gas appliances that for two 
and a half years they did not know 
there was a depression. Even in 
1931, when the depression was al- 
ready two years on its way, pipe-line 
companies laid 7500 miles of mains. 
Never in the history of the world had 
even such a mileage of railroad been 
laid in a single year. In the period 
from 1873 to 1893, the railroads laid 
109,000 miles of railroad, or an aver- 
age of 5450 miles per year. Yet the 
gas people, in the depth of the great- 
est depression, laid 7500 miles of 
pipe line in a single year. 

Because the high-tensile steel pipe 
made transportation suddenly eco- 
nomical and practical, there was 
greedy competition among the scores 
of line companies to extend their 
trunks as far as possible into virgin 
territory, and thus claim that terri- 
tory by a kind of unwritten preemp- 
tion. If one company laid a great 
trunk a thousand miles through three 
or four virgin States, it was a natural 
presumption that a competing com- 
pany would not lay a parallel line. 

Thus it became a speed battle of 
the giants to reach virgin territory. 
Huge ditching machines tore ditches 
seven feet deep at the rate of 22 feet 
per minute, or a distance of two and 
a half miles in a 10-hour day. All 
energy and capital was expended in 
pushing trunks farther and farther 
into the frontier. Laying of laterals 
to serve the towns en route was only 
incidental. The result was that 
while 438 towns were added in 1931, 
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Natural Gas Well in Oklahoma 


the revenue was not enough. It was 
abundant revenue to pay dividends 
on capital actually invested in the 
service itself; but not enough to fur- 
nish new capital for the mad exten- 
sion of naked trunk lines. 


Eager for Service 


The potential business was there. 
People waited eagerly for their gas 
service. Committees from town 
after town trekked to Omaha, Kan- 
sas City, Amarillo, and other centers 
to call on the gas companies and beg 
for service for their home town. 
Town councilmen came with hat in 
hand begging the line companies to 
accept a franchise to serve their 
town. There was no longer a sales 
problem for the gas companies, and 
there is no sales problem now. 
Thousands of cities and towns are 
waiting for the day when gas lines 
will arrive at their gates. 

But the gas companies exhausted 
their capital in the mad expansion of 
trunk lines. They have not sufficient 
capital to lay the laterals, or spurs, 
from these trunks to serve the towns 
en route who are begging to be 
served. Millions of people along the 
route want to buy the gas, but there 
is not the capital to lay the laterals. 
So sure and so certain was the po- 
tential business along the trunks, that 
the companies were positive they 
could borrow millions to lay the 
spurs—once they got the trunk in. 
But no. By 1932, the general eco- 
nomic situation had so paralyzed all 


credit, that capital refused to venture 
out even into the field of laying gas 
laterals to serve humanity begging 
to buy the gas. So the trunk lines 
are in the ground. True, they are 
serving 6,506,000 domestic consum- 
ers; but they have load capacity to 
serve three or four times that many. 
It is exactly as if the first transcon- 
tinental railroad had exhausted its 
capital in pushing the main line to 
the coast, and left no reserve to build 
branch lines and spurs into the wheat, 
corn, cattle, hog, and lumber dis- 
tricts to tap its potential freight load. 

Then what are the signs of revival 
of this great expansion of gas lines? 
What is the possibility of new trunk 
lines, and a network of spurs from 
those already laid? Even with no 
new borrowed capital coming into 
the business, the companies have 
been able to make enough money 
from the localities served to keep up 
some little program of building lat- 
erals. For example, the Northern 
Gas & Pipe Line Co. has just com- 
pleted 100 miles of new lines to 
serve Montgomery, Le Seur, St. 
Peter, Le Center and New Prague, 
Minnesota. This company also is 
just completing new compressor sta- 
tions at Ogden, Iowa, and Palmyra, 
Neb., equipped with engines of 1600 
and 3700 horsepower respectively to 
increase the pressure in the mains to 
serve the customers along this 100 
miles of new line. A subsidiary of 
the American Light & Traction Co., 
Chicago, has just taken delivery of 
4125 tons of steel pipe for gas lines 
they will lay in Michigan. The 
American-Michigan Pipe Line Co. 
has just ordered pipe for 55 miles of 
extension from the Mecosta County 
Pool in Michigan. Officials of the 
Muskegon Gas Company and the 
American Light & Traction Company 
started conferences in August, dis- 
cussing plans for furnishing natural 
gas to 12,000 consumers in Muske- 
gon and Muskegon Heights, Mich. 
Scores of other companies have re- 
cently reached out similarly. Dur- 
ing the past two years the great line 
companies have been seeking new 
capital with which to build their lat- 
erals to serve the thousands who are 
waiting to buy. During the depth 
of the depression they have been 
balked at every turn. But today 
there are forces at work that make 
it reasonably certain that capital will 
be made available in 1935. None 

(Continued on page 70) 
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They Keep Contact Men Busy 


Salesmen of Frank T. Budge, 
Miami, Fla., Call on Hotels, Air- 2 
ports, Clubs, Apartment Houses 
and Institutions. 





contacting the trade is the policy followed by 

Frank T. Budge Co., wholesale and retail hard- 
ware dealers of Miami, Fla. They have found that 
through this medium a closer personal contact with all 
lines of trade is developed, which is a most important 
asset to any business house. 

The territory served by the Frank T. Budge Company 
is not geographically districted with certain men detailed 
to specific districts. Instead, carefully selected men are 
assigned to cover definite lines of trade. Each contact 
man is selected because of his personal fitness to contact a 
certain type of customer. He must be not only thoroughly 
familiar with the line of hardware and supplies which 
he is expected to sell but understand the requiremenis of 
his customers. He must, because of his intimate knowl- 
edge of both sides of the transaction, be of value to his 
trade. Where a man has a restricted 
area to cover and must sell the com- 
plete line of hardware, he is, of ne- 
cessity, handicapped in that his 
knowledge of every line is not com- 
plete. 

One man is detailed to cover hotel, 
club, apartment house and _institu- 
\ tional trade. He is a man who has 

an intimate knowledge of such estab- 


( EEPING a number of men in the field at all times i 
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(Continued on page 66) 





Selling contacts take the Budge representatives 
to a wide variety of places. Here are just a few 
of them. 
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A New Juncture in the Recovery 
Movement 


By G. L. LACHER 


ing virtually at capacity. In Canada 

industrial production is back almost to 
the level of late 1929. Both countries, like 
the United States, abandoned the gold 
standard as an anti-depression measure. 
Meanwhile in the gold bloc countries— 
France, Belgium, Holland and Switzerland 
—economic conditions have been going 
from bad to worse. In Belgium deflation has 
gathered such momentum that a departure 
from gold may be forced at any time, an 
event which would have serious repercus- 
sions in the remaining countries of the bloc. 

The natural inference to be drawn from 
these developments is that renunciation of 
the gold standard spells the difference be- 
tween recovery and continued depression. 
Such a conclusion would seem inescapable 
but for one fact, which is that recovery in 
the United States has not paralleled that of 
Canada or Britain. After a spectacular rise 
in the middle of 1933 and another of lesser 
extent in the spring of this year, American 
industrial production has again slumped to 
low levels whereas the Canadian index has 
shown a continued upward trend. 

In seeking causes for this divergence at- 
tention quickly centers on differences in the 
depression policies of the nations in ques- 
tion. While the monetary moves of the 
Canadian, British and American govern- 
ments have been similar, their other policies 
have had little in common. There has been 
no counterpart of the National Recovery 
Administration in the British countries. Ex- 
cept for removing the deflationary influence 
of the gold standard, there has been no 
effort to control prices or wage rates. Nor 
have maximum hours of work been fixed 
under governmental auspices. 

It may be argued that comparisons are 
dangerous, that the industrial set-up of the 


iz Great Britain steel mills are operat- 


United States is different from that of Can- 
ada or Britain. Nevertheless it is only too 
clear that capital investment, so essential as 
a stimulus to the durable goods industry, 
where unemployment is the greatest, con- 
tinues to languish in this country. Such 
business improvement as we have had is 
mainly traceable to Government expendi- 
tures, which cannot go on indefinitely with- 
out bringing disaster. Our Government debt 
now totals more than 27 billion dollars, an 
increase of four billions in the past 12 
months. And every increase in national in- 
debtedness makes it more difficult for pri- 
vate enterprise to revive, because the ability 
to make a profit has a close relationship to 
the size of the tax burden. 

The recent change in the attitude of the 
Administration at Washington is, therefore, 
timely. Zeal for reform and experimenta- 
tion has subsided and a friendlier attitude 
toward industry has become manifest. How- 
ever much various controls of our business 
system may have been justified at the time 
they were imposed, the present disposition 
of Washington is apparently toward a re- 
moval or at least a simplification of con- 
trols. Industry, if present indications can 
be relied upon, will be given an opportunity 
to pull out of the depression op its own 
power. And there is no good reason why 
industrial revival of a most impressive sort 
should not now get under way. Farmer buy- 
ing power has improved, the banks are bulg- 
ing with reserves, and there is a huge 
accumulated shortage of both producer and 
consumer goods. Fear alone prevents the 
translation of long suppressed wants into 
purchases, and as the Administration moves 
further toward the policy of industrial free- 
dom prevalent in Canada and Britain, fear 
will pass. 
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r YOYS have been a successful 
line of merchandise with the 
Fitchburg (Mass.) Hardware 

Co. during the past three years. Last 

year they took over the entire second 

floor of their building, decorated it 
in the manner of a large city depart- 
ment store—with Mother Goose char- 
acters done in large colored pictures, 
by the display man, Forde Miller, 

a member of the regular sales staff. 

Mr. Miller is particularly suited to 

handle the children’s toy line because 

of his unusual enthusiasm for young- 
sters and his understanding of them. 

It is a dull day for Mr. Miller when 

the Christmas toy selling is over. 

This enthusiasm is the driving 
power that produces the displays that 
make the kids’ eyes pop. One dis- 
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play that may well be copied by 
other hardware stores was a cow 
punchers’ trading post in a corner of 
the toy department. It simulated a 
ranch cabin, where chaps, “ten gal- 
lon” hats and other “Wild West” 
paraphernalia hung over a rustic 
fence. Pictures of Tom Mix and 
other movie Westerners are dis- 
played on the walls, while a “re- 
ward” for “Two Gun Smith” is 
posted. These displays are more 
than clever arrangements of mer- 
chandise. They inspire in the 
youngster’s mind a similar shack in 
the vacant lot or back yard, with his 
gang having a whole year of fun. 
The first “stick up” finds father on 





These Ideas Helped 
Fitchburg Hardware Co. Make 





the paying end. Understanding of 
the juvenile mind is possible to those 
men who are capable of going back 
in memory and recalling the days 
of their own boyhood. Judging by 
the way in which fathers crowd out 
the boys in order to get a few shots 
at the toy billiard tables, it should 
be easy to sell Christmas gift mer- 
chandise. Frequently, fathers are a 
bit grateful for the demands of the 
boys, as witness the number of adults 
around any display of electric trains. 

W. T. Hidden, of the Fitchburg 
company, pointed out an interesting 
fact in connection with wheel goods. 
Last Christmas, he stated, they sold 
three higher priced pedal autos to 
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one in the lower brackets. It is pos- 
sible ‘that much business is lost in 
this Christmas gift line because of 
insufficient quality. People at this 
season of the year are seldom look- 
ing for bargains. They are making 
gifts, when their generosity is at its 
height and they want their gifts to 
be worthy. Gifts have a competitive 
angle, whether we like it or not; peo- 
ple are desirous that their gift shall 
be one of quality and if there is a 
time of the year when they can be 


sold the quality argument it is at 
Christmas. 

The Fitchburg Hardware Co. be- 
lieves that many people have for- 
merly regarded the hardware store 
as a place where they may obtain 
specific hardware items, and, in order 
to overcome this tendency, they have 
studied every means of bringing 
more people into the store for a va- 
riety of lines. At Christmas season 
the front of the store, where every- 
one passing may see, is a large dis- 





All photographs with this article are from the second floor toy department of 
the Fitchburg Hardware Co., Fitchburg, Mass., where Forde Miller is in charge. 
The department is unusually successful. 
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play of high-grade as well as inex- 
pensive Christmas cards. A Christ- 
mas shopper wondering what to buy 
for a gift, knows he may at least 
look over the cards. He does not feel 
that he must spend more than he can 
afford, but, once in the store, he is 
intrigued by the adjoining displays 
of gift items. The displays make it 
unnecessary to press customers to 
buy. The shopper is allowed to take 
his time and is encouraged to see as 
much of the store as possible. 

Fitchburg’s Mercantile Affairs 
Committee, last Christmas season, 
adopted the slogan, “Let’s Make This 
Christmas a Happy One.” In all the 
advertising of the various stores, the 
slogan was prominently displayed 
and the result was encouraging to 
business people. Such a slogan adds 
something to the atmosphere of the 
season. 

Toys are becoming increasingly 
important as traffic builders through- 
out the year, and the store that fea- 
tures toys and gift merchandise at 
such seasons as Easter, summer va- 
cation and, in fact, all through the 
year, will find the natural trend to 
their display tables at the Christmas 
season. Summer toys for beach and 
playground use are profitable mer- 
chandise on their own account but 
their traffic building ability should 
not be overlooked. Christmas is a 
good time to establish in the minds 
of your customers that your store 
carries a good selection of gifts. 

It is natural to step up the price 
range from the small toy items to 
the higher price brackets, running 
into real money. Closely associ- 
ated with this class of gift for the 
juvenile comes the high class gift 
merchandise for adults. Together 
the two lines of merchandise fit well 
into the hardware line and bring 
more women into the store. 

Mr. Hidden and his associates 
keep on the lookout through the en- 
tire year for items that will bring 
store traffic, not only at Christmas 
time but at all times. In smaller 
cities, like Fitchburg, many women 
make their own dresses and an inex- 
pensive full length mirror is a strong 
attraction to the store. The Fitch- 
burg Hardware store carried a 
14-in. x 5l-in. mirror that sold for 
$1.49. The mirror was not of plate 
glass, of course, but it was a useful 
item and value for the money. It 
proved a good builder of women’s 
trade. 
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The author (right) at work in the Emmons-Hawkins workroom at Huntington, W. Va. 





There’s a Vast Difference Between “Outside Showcases and 


Advertising Windows 


HE president of a large depart- 

ment store which spends thou- 

sands of dollars annually on 
window display advertising, when 
asked whether or not the results from 
such advertising justified the expense, 
replied without hesitation, “If I had 
a limited appropriation and were 
given the choice of spending all of it 
either on window display advertis- 
ing or on newspaper advertising, I 
would choose the former.” 

This expression may have been 
prejudiced and rather unfair to news- 
paper advertising, but it serves to 
show the amount of stress put on win- 
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By EDGAR A. WARD, Jr. 


Display and Advertising Manager 
Emmons-Hawkins Hardware Co. 
Huntington, West Va. 


dow display advertising by a depart- 
ment store; and considering the di- 
versified lines, including many spe- 
cialties not strictly hardware, now 
carried by most hardware stores, the 
increasing importance of attracting 
women buyers and the growing prac- 
tice of shopping instead of going to 
the most conveniently located store 
for hardware, department stores and 
hardware stores have many mer- 
chandising problems in common. 

If window display is to be utilized 
as advertising—creating a desire on 





the part of people to purchase the items 
displayed—it should be dealt with as 
with other forms of advertising. Pic- 
tures are at best a substitute for the 
objects portrayed, and a display ad is 
much less effective than an actual dis- 
play of merchandise, equally as well 
arranged. Large advertisers in news- 
papers and periodicals employ adver- 
tising specialists, at considerable cost, 
to make up their ads, because such 
advertising is very expensive unless 
it is effective, and they want to get 
the most for their money. These adver- 
tising specialists analyze the merchan- 
dise offered for sale and the potential 
market, and then they decide upon the 
particular appeals to play upon in their 
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ads. Perhaps the appeal is pride of 
ownership, such as in beautified kitchen 
utensils, or it may be love of outdoor 
sports, such as hunting, or it may be 
simply thrift. Whatever it is, they try 
to make the appeal strong enough to 
make people want to buy the merchan- 
dise advertised. Approaching window 
display advertising in the same manner, 
display windows can be made veritably 
to cry out in appeal. 

Like all advertising, the results from 
window display advertising are difficult 
to measure. Often advertisers in news- 
papers become discouraged because the 
immediate sales from an ad do not 
carry enough profit to pay for the cost 
of the ad. Likewise, from one window 
display there may not be enough direct 
sales made to justify the cost of the 
decorations and the decorator’s time. 
Yet, if people could only look into their 
subconscious minds and determine what 
suggested to them that they buy a cer- 
tain item, of a certain brand at a cer- 
tain place, they would in many cases be 
surprised to learn that the appeal 
originated in ad or display—possibly 
a month previously. The proof of the 
value of advertising is to stop advertis- 
ing altogether, for sales will almost in- 
evitably fall off. Attractive, intelligently 
prepared window displays do more than 
help sell the items displayed at the time 
they are displayed—they cut down sales 
resistance when people later buy the 
items, they improve the general appear- 
ance of the store and give it a desirable 
“atmosphere.” They convey the impres- 
sion, when there are enough windows 
and they are changed often enough, that 
the store has a comprehensive line and 
they create favorable word-of-mouth 
advertising when people talk about 
them to others. 

In comparing window display adver- 
tising to other forms of advertising, 
such as newspaper, there is, of course, a 
difference in the “audience.” People 
see newspaper ads when they do not 
happen to pass the store and see the 
windows, and probably the reverse is 
true. It is doubtful, however, where the 
store location is good, whether or not 
more people see the newspaper ads 
than see the window displays. Many 
people read newspapers without notic- 
ing the ads; and considering the num- 
ber of people who pass the store, both 
on foot and in automobiles, street cars, 
etc., there may be just as many, after 
all, who see the window displays—and 
a good portion of these see the displays 
over and over again. 

From what has been written here the 
impression may have been gained that 
proper window display advertising is 
costly. This is not necessarily true. 
Large department stores do spend a 
lot of money on their displays, employ- 
ing a high-salaried advertising manager 
and a crew of decorators, buying high- 
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priced fixtures and decorations and hav- 
ing elaborate facilities; but the cost 
can be regulated to the size and im- 
portance of the store, and very effective 
displays may be made with inexpensive 
fixtures and decorations. Particularly 
is the hardware store in a favorable 
position to save on fixtures and decora- 
tions, as most of the materials and tools 
are carried in stock or can be purchased 
at comparatively low prices. 


The First Step 


The first step in preparing effective 
window displays, of course, is to put 
some one in charge of the work who 
has the proper qualifications. This per- 
son should have a general knowledge of 
advertising, and because window dis- 
play advertising is so closely related to 
other forms of advertising, this person 
may be put in charge of all advertising, 
decorations and display. He should 
also have artistic talent, a keen sense of 
proportions and be handy with tools in 
making fixtures and decorations. In 
large stores this person may need as- 
sistants and in such a case he may em- 
ploy assistants who are qualified to 
specialize in certain phases of display 
work, such as show card writing. In 
small stores, however, one person with 
general qualifications may do the work 
by himself, or at least with occasional 
assistance from others. The advertising 
manager, if this is what you would call 
him, may design and make his own 
fixtures; but so much information is 
given in Harpware Ace and other trade 
magazines on how to make display fix- 
tures, almost any one can make them 
from the designs and details available 
in such publications. 

The second step in making prepara- 
tions for display advertising is to fur- 
nish the advertising manager with all 
the necessary facilities. He should, of 
course, have attractively constructed 
and decorated display windows to work 
with. Then he should have a work 
shop, properly equipped, for preparing 
his fixtures, signs, decorations, etc. The 
room should be well-lighted, preferably 
by daylight, and should be in a location 
where the worker or workers will be 
free from frequent disturbances. There 
should be the ordinary tools, such as 
hammer, pliers, screwdriver, etc.; and 
in addition the following equipment 
will be found very useful: 

Projector —A machine for project- 
ing and enlarging sketches, pictures, 
etc., onto material so that the design 
may be traced on and colored on such 
material, whether it be paper, card- 
board, wallboard, or some other mate- 
rial. 

Cutawl — A motor-driven cutter for 
cutting out letters, designs or trimming 
wallboard, felt, cork, metal and many 
other materials. It is frequently used 
in conjunction with the projector, as 


anything projected may be cut out and 
applied on another surface. Cut-out 
designs, letters, ornaments, etc., give 
the effect of perspective that cannot be 
obtained with flat surface work. 

Air Brush —- A midget paint spray 
gun for spraying paints and other 
materials on surfaces. With it soft, 
even textures and shading may be ob- 
tained that hair paint brushes will not 
produce. 

A light bench saw and jointer, and a 
jig saw—This equipment will pay for 
itself in a reasonable length of time if 
there are numerous pieces of lumber to 
be cut, dressed and scrolled, because 
millwork bought on the outside usually 
runs high. 

Then, of course, among the supplies 
needed are oil colors and water colors, 
brushes, mouldings, wallboard, show 
card stock, felt, cork and any other 
materials which may be commonly used. 

The third step in the window display 
work is planning the displays, and this 
should be done considerably in advance 
so that the displays will be ready at the 
times they are scheduled for. Insofar 
as possible, in order to take full ad- 
vantage of psychological association, 
the newspaper ads, the window displays 
and the interior displays should be 
planned at the same time and tied in 
with each other. 

The selection of items to be display- 
ed is important. Some staple items, 
such as nails, have little or no display 
value, unless used to carry out an idea. 
Obsolete, shopworn, or ugly merchan- 
dise has a negative appeal and if dis- 
played, gives people an unfavorable 
impression of the whole store. Items 
of which there are only few in stock 
may be interesting as displays, but un- 
less they represent high value per unit, 
they are not worth advertising, as the 
profit from their sale would not offset 
advertising costs. Items in season, 
items new in design, interesting special- 
ties and things otherwise attractive may 
be found in abundance in most hard- 
ware stores, and it is such items that 
will have appeal enough to make peo- 
ple pause and look at them, and pos- 
sibly enter the store to buy them. 

After a careful selection of items is 
made, then these items should be 
studied from the viewpoint of appeal. 
How best may they be presented so as 
to make them appeal to people? Here 
is where the advertising manager must 
associate each item, or class of items, 
with an idea and lay out his display 
so as to get the idea over to the public. 

So, as he plans his display adver- 
tising, he should lay out the newspaper 
ads, if any, design the window displays 
and, if any, the interior displays. 

The next step, then, is to prepare 
the fixtures, backgrounds, decorations, 
signs, etc. 

There are many different types of 
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backgrounds for various types of stores. 


of merchandise be grouped around it. 


other—instead of treating them simply 





& 
What would be suited to one display If more hardware stores would con- as outside showcases, they would have 7 
window would not necessarily do for sider all these things and treat their less to complain about in discussing : 
another. The elaborate backgrounds, window displays as advertising—as im- the inroads of department stores and t 
except to get across an idea, are apt portant a form of advertising as any chain stores on their business. r 
to draw attention away from the items : 
on display, so usually they should be j 
faizly plain. Their attention value ’ } 
should be secondary to the items dis- One Holly Wreath Wont Do 
played and merely set them off to the HERE was a time when it was __a festive air about them. They are 
best advantage, for after all the mer- ‘bl h iene eit he i % 
chandise should be the main focusing poarees te a. a See attracted by it, and they spend their | 
point. holly wreath in the door of a money where it is lightest and 


Finally, in putting in the displays, 
the arrangement of fixtures and items 
of merchandise plays a most important 
part in the effectiveness of the displays. 
The average time required to walk past 
a window, or ride past, is very short. If 
the window is crowded, the passerby 
gets just a blurred picture of it. If the 
display is dark and has nothing of at- 
tention value in it, it will seldom be 
noticed. There should be one main 
focusing point in each display—prob- 
ably, the item of merchandise most im- 
portant in nature or of the most display 
value—and other related items should 


Courtesy General Electric Co. 


business establishment and consider 
it a job of Christmas decoration well 
done. But, as in everything, fashions 
in holiday decoration change, and 
one holly wreath is not enough. To- 
day something more is needed to at- 
tract holiday buyers. 

The most compelling Christmas 
decoration schemes today are done 
with light. The season is one of joy 
and brightness, and these are things 
most happily expressed by using 
light. People at Christmas expect 
the stores where they buy to have 


brightest. 

It is particularly true in the Christ- 
mas season that the outside of a store 
reflects in the minds of buyers the 
appearance of the inside. If the out- 
side is bright with Yuletide decora- 
tion, buyers are invited inside by the 
prospect of attractive merchandise 
and displays. 

In the accompanying photograph 
are some decoration schemes and 
ideas, some of which you can adapt 
to your store and its Christmas needs. 


Pekoc Hardware Co., Cleveland, Ohio. 
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Public Relations Counselors 





and the Banks 


VY LEE, the son of a well-known 
| St. Louis Methodist preacher, 

came to New York a number of 
years ago with an idea. His idea was 
that the American public believed 
certain things, but if you asked them 
why they believed these things, on 
what facts they based their opinions, 
they would not be able to tell you. 
When probably 110 million people, 
out of 120 million, have minds like 
that, argued Ivy Lee, what a fertile 
field there is for leading the average 
American to believe just what you 
want him to believe. So Ivy decided 
to become a public relations counsel. 
He was probably the first one in this 
country. But now there are a num- 
ber of distinguished members of this 
profession. One of them, and he also 
comes from St. Louis, is Edward 
Bernays. Mr. Bernays spoke in New 
York the other day, and told very 
frankly about the methods used by 
public relations counselors in their 
work. Qne point that he stressed was 
that it would be entirely out of the 
question, if a public relations counsel 
wished to build up the reputatioa of 
an individual or a corporation, to 
come right out in a paid advertise- 
ment and make the necessary inter- 
esting statements. As a matter of 
fact, these 110 millions of American 
citizens are just a little leary of ad- 
vertisements. They know they are 
bought and paid for. In other words, 
something that is said by somebody 
else has more weight with the people 
than what a man happens to say 
about himself. Therefore, when a 
public relations counsel is given a 
case, he does not advertise in the reg- 
ular way. He goes deeper into the 
subject than that. He builds up a 
story either about the individual or 
the corporation that becomes interest- 
ing news. Then the papers, both 
those who only print the news that 
are fit to print and the others who 
print anything, must tell his story to 
the millions as news. His news make 
an impression on the American mind, 
when an advertisement would be 
overlooked. Let me illustrate this 
idea as follows: 


DECEMBER 6, 1934 


By SAUNDERS NORVELL 


It was discovered that a liver diet 
would cure pernicious anemia. Now, 
if some enterprising drug concern 
had just advertised a liver prepara- 
tion to help pernicious anemia, it 
would just be one other drug adver- 
tisement. It would only command a 
certain amount of attention. But on 
the other hand, when the Nobel Prize 
was awarded to Drs. Minot and 
Murphy, for the development of the 
liver treatment as a cure for anemia, 
this was news. Every paper, not only 
in the United States, but all over the 
world, carried this news. When the 
people read these articles they were 
convinced that the liver diet, prop- 
erly administered, would cure per- 
nicious anemia. Such advertising, of 
course, could not be bought with any 
amount of money. It is an interest- 
ing fact that liver sold for only a 
few cents a pound not long ago. It 
was the favorite diet only of dogs and 
cats. But now, I am advised, liver 
is selling at from ninety cents to one 
dollar a pound, and even higher. It 
is one of the highest priced meats in 
the market. If you don’t believe me, 
ask your wife to have liver and bacon 
for your breakfast every morning. 


News Desirable 


So, it has been discovered by these 
public relations counselors, that news 
in the papers is far more important 
than advertisements. And what some 
of these counselors have done in 
building up public opinion by creat- 
ing the right kind of news about their 
clients, would make a most interest- 
ing story. Mr. Bernays should write 
this story, as I am sure it would be 
a great seller. 

But let us go back to Ivy Lee. He 
aimed high. He became the public 
relations counsel for John D. Rocke- 
feller, Sr., John D., Jr, and all the 
Standard Oil interests. Twenty years 
ago it was believed that John D., Sr., 
supposed to be the richest man in the 
world, was a cold-blooded skinflint. 
The average person in this country 
thought of him as if in a cartoon, 
with his arms around his money 
bags, while his killed-off competitors 





were scattered around like dead flies. 
In a word, the reputation of the older 
Rockefeller was none too good. Now 
it is not the question here as to 
whether this reputation was deserved 
or not. The point I am making, 
which has recently been discussed in 
the daily press, is that such was his 
reputation a few years ago. Then 
Ivy Lee took him in hand. 

There were no advertisements, but 
much news, and in the course of a 
few years, under Ivy’s guiding hand, 
the reputation of John D. became 
that of a kindly, friendly, God-fear- 
ing, church-going, philanthropical 
old man. Some of the news, for in- 
stance, came from interviews with 
John D., Sr. on his birthdays. Then 
he started the habit of passing out 
bright silver dimes to people he met, 
and of course everyone who received 
one, kept it as a souvenir. Then 
along came that case in Indiana 
where John D., Jr. who was only a 
small stockholder in the Standard Oil 
of Indiana, decided to oust Stewart, 
the president. The papers were full 
of the issues at the time. However, 
something definite was needed to. 
clinch the case for young Rockefel- 
ler. Ivy Lee took command. He per- 
suaded John D., Sr., to come out in & 
statement backing up his son against 
Stewart! This just about settled the 
case. And as it was news, it traveled 
all over the world. The Rockefeller 
family was put in the position of up- 
holding and standing by the highest 
traditions in corporation manage- 
ment. Stewart had been wrong. If 
they had condoned his actions, it 
would have reflected upon every cor- 
poration in which the Rockefellers 
had an interest. Stewart had to get 
out, and when the stockholders” 
proxies came in after the statement 
made by John D., Sr., it was found 
that Stewart didn’t have a chance. 

Well, what has all this to do with 
this article. It is just my way of 
leading up to the present banking 
situation. The story has gone out 
all over the country that today you 
can’t borrow a dollar from any bank. 
Bankers are supposed’ to. be opposed 
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to and fighting against the govern- 
ment, and one of the means they have 
taken is to hold back loans. It is 
surprising how many times such 
statements are made in ordinary con- 
versation, and also how frequently 
this idea has been expressed in print. 
Is it correct? What are the facts 
back of it? Are the banks holding 
up money, or are they not? As this 
subject has rather interested me, I 
have made some investigations, and 
here are some facts, not theories or 
gossip, but actual facts, that I have 
found. If you have had the idea out- 
lined above in regard to the banks 
of the country, just ponder over these 
facts. I may add that they are taken 
from a letter written by Mr. L. E. 
Wakefield to Raymond Moley, the 
“brain truster” and editor of the 
magazine “Today.” 

“From time to time in your maga- 
zine “Today, you have raised the 
question as to whether the commer- 
cial banks in the United States are 
adequately serving the current needs 
of industry for commercial loans or 
whether, by excessively restricted 
credit policies, they are impeding 
business recovery. You have never 
taken the position that the banks 
were unwilling to loan money, but 
have indicated that it would be help- 
ful to have the full facts brought 
out. 

“As you know, it is a custom of 
long standing for commercial banks 
to make credit commitments to in- 
dustrial and business concerns to be 
used if.and when desired. These are 
what are commonly known as lines 
of credit. These lines of credit are 
definite expressions of the bank’s 
willingness to lend money. The 
banks are eager to develop the use 
of such lines of credit because their 
principal business is to lend money. 

“The banks can make these funds 
available. They cannot force busi- 
ness to use them, but they have for 
some time been making unusual ef- 
forts, through direct contacts with 
former borrowers, to encourage such 
use. A great volume of credit, now 
readily available at rates probably 
the lowest in history, is at the dis- 
posal of those who want it and are 
properly entitled to use it. 

“In answer to an inquiry, a group 
of banks with deposits of about $13,- 
100,000,000, representing over 35 
per cent of the commercial banking 
deposits of the country, report total 
lines of credit granted or available 
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at the present time of $6,155,000,000. 
Of these credit commitments, the 
total of loans outstanding is $1,950,- 
000,000. In other words, this group 
of banks has established lines of 
credit which are unused to the ex- 
tent of roughly $4,200,000,000, or an 
amount equal to over 30 per cent of 
their total deposits. If these figures 
are. typical, it may be estimated that 
for all commercial banks in the coun- 
try, the credit commitments made 
and unused probably aggregate 
something like $8,000,000,000 or 
$10,000,000,000. These credit com- 
mitments are not confined to large 
industries, but include thousands of 
lines established throughout the 
country in favor of small business 
units. So far as we know, this is the 
first time these figures have been 
compiled. 


Large Loans 


“The fact is that not only have the 
banks made these commitments, but 
they are actually making loans to- 
day in much larger volume than is 
generally supposed. The same in- 
quiry that asked banks for their lines 
of credit also requested a statement 
of the amount of new loans other 
than renewals granted during the 
first half of this year. The banks 
answering this question have deposits 
of about $14,800,000,000, and they 
reported new loans from Jan. 1 to 
June 30, 1934, of $3,877,000,000, not 
including loans against collateral se- 
curity. From these figures it is 
obvious that the aggregate amount of 
loans now being made by the banks 
is very substantial. 

“The charge has heen made that 
the banks are not making loans, be- 
cause the aggregate volume of loans 
has not increased materially on re- 
cent dates. The principal reason is 
that old loans are being voluntarily 
paid off about as fast as new loans 
are made. The turnover in loans is 
large. The borrowing individuals 
and enterprises are changing from 
day to day. Government disburse- 
ments of funds in various forms is 
one important fact which has tended 
to reduce bank loans. Many persons 
who have received government loans 
or government payments, either di- 
rectly or indirectly, have been able 
to pay off loans previously contracted 
at the banks. 

“There can be no question but that 
the banks are making greater efforts 
today than ever before to utilize their 








surplus funds. It is probably true 
that in a few scattered instances 
banks have been unduly reluctant to 
make new commitments because their 
efforts have been concentrated on 
putting their houses in order after a 
period of unprecedented difficulty. 
But in the great majority of cases 
the banks are making loans wherever 
sound loans can be made, both large 
and small. Further, they have a very 
substantial volume of credit avail- 
able when borrowers are able to find 
profitable employment for funds and 
are willing to make forward commit- 
ments. We hope and believe this 
period of increased activity will not 
be long delayed.” 

Here in New York it is quite evi- 
dent the banks wish to get their 
money in circulation. Even the 
writer has been called upon by vice- 
presidents of banks, not especially 
seeking accounts, but seeking to place 
loans. Isn’t this somewhat unusual? 
I don’t remember many instances in 
years past where officials of banks 
came around just to ask if you 
wouldn’t please borrow some money. 
In fact, if the truth must be told, 
in past years I wondered on a num- 
ber of occasions, if I could tell a 


.good enough story so that the banks 


would favorably consider making me 
a loan. But it is the old, old story. 
When you need money, it seems to 
be terribly hard to get it, but when 
you don’t need it, it is usually offered 
to you. 

Poor Ivy Lee has just gone to his 
rest. Where he has gone, so we have 
been told, only actual records count, 
and not even the cleverest public re- 
lations counsel can change one iota 
of this record. Do you remember 
Kipling’s immortal poem about Tom- 
linson? When St. Peter had listened 
to Tomlinson’s story of what he had 
read in books and the papers, what 
other people had told him, or dis- 
cussed with him, he ordered him back 
to earth to live his life over again, 
so that when he died he could come 
back to St. Peter with a definite rec- 
ord of his own. In other words, no 
publicity stunts worked with St. 
Peter. He wanted actual deeds. 
“What did ye do?” was St. Peter’s 
question to Tomlinson. “I don’t care 
about what you heard, or what you 
thought, or what you read. I am 
only interested in what you did.” 

Nevertheless, for the present, I do 
think what the banks need is a pub- 


lic relations counsel. 
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Prospecting with Cards 


. .«« Small-Town Hardware Dealer Develops Many Sales Leads 
For Heaters and Ranges That Had Been Neglected 


AT the decline in business on 
hardware and houseware lines 
does not necessarily handicap 
the alert merchant has been demon- 
strated by L. A. Stemler, owner and 
manager of the Stemler Hardware 
Company, Palmerton, Pa., with a 
population of about four thousand. 
“When first we began to feel the 
decline in sales volume,” said Mr. 
Stemler, “we turned to our line of 
heaters and ranges in an effort to 
maintain a profitable volume. This 
is a line we had been handling for 
years, Lut with a minimum of sales 
effort. 

“During the past few years we 
have developed our own sales and 
advertising program to merchandise 
heaters and ranges instead of using 
the exact methods that have been 
successful in larger communities. 
We have found that the limited size 
of our territory as well as local con- 
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ditions would have to be considered 
in planning our sales methods. In 
some instances we have been able to 
put across big-town ideas to good 
advantage. 

“Up until quite recently we used 
various methods to develop sales 
leads, relying mostly upon the sales- 
men to develop their leads and close 
sales. We have also used the cook- 
ing school methods at various times 
and from a sales standpoint this has 
worked satisfactorily. The last of 
these cooking demonstrations was 
staged several months ago, and 
within several days we had sold three 
ranges and had a list of more than 
fifty live prospects. 

“Our plan to develop prospects 
was as follows: Each woman admit- 
ted to the cooking demonstration was 
handed a card on which she wrote 
her name and address. There was a 

(Continued on page 72) 
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These cards give the retailer a com 


plete picture of the sales possibilities 


in his territory. 
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Rudolf & West, Washington, D.C. 
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Here is your drawing chart for the 
Santa Claus in the window at the right. 
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F. J. Blish, South Manchester, Conn. 


‘4 OME form of motion should be 
included in your window dis- 
plays, particularly at the 

Christmas season. Our artist-display 
man has provided two clever ideas 
that are easy to arrange and inexpen- 
sive. In one case a simple cutout of 
Santa Claus, for which an easy draw- 
ing chart is provided, holds the at- 
tention in the center background. 
The motion is provided by a pair of 
flasher lights placed behind two 
flashlight cases that serve as Santa’s 
field glasses. The diagrams are self- 
explanatory. 

The other suggested window idea 
shows Santa Claus coming down the 
chimney each time the door is opened. 
Here, again, the easy drawing chart 
will enable you to produce an accu- 
rate picture of the old gent, and the 
diagram of strings shows how you 
can make a puppet of him with a 
minimum of trouble. Simply a few 
screw eyes and the string attached at 
one end to the cutout and the other 
to the door. When the door is 
opened the string is released enough 
to let Santa alight on the hearthstone. 
As it closes he disappears up the 
| chimney again. There is a reason, of 
= course, behind the opening of the 
scat tial door—gifts of hardware merchandise. 
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OF ROPE AND PULLEYS To MOVE UP AND Down CHIMNEY 
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When you have drawn this Santa, 
cut him out and make him come 
down the chimney every time the 
door is opened. See diagram 
above. 
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By CHARLES 
M. WILSON 





A bushel of wheat displayed in your window with a 
variety of articles that may be purchased with its value 
will appeal to the commodity minded farmer. 


Speak the 
Farmer's Languag 


OME time ago Eddie Cantor 
wrote a book entitled “Yoohoo 
Prosperity!” The principal 

idea of the work was that prosperity 
was just around the corner, but Dr. 
Cantor couldn’t find out which cor- 
ner. 

The book was priced at one dollar 
or a carload of wheat. 

I don’t know whether anyone 
actually bought the book for a car- 
load of wheat, but I do know that 
back in 1931-32 many a distraught 
wheat farmer was tempted to pay a 
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carload of wheat for practically 
anything, from a pet skunk to a fold- 
ing bath tub, or even a book on 
prosperity. . 

One dollar or a carload of wheat 
was a merry quip burlesquing a sit- 
uation that was tragic and real. 
Crop parities were at rocky bottom. 
So were farm buying and business. 

Now the story has changed, and so 
have farm crop parities. Two years 
ago the farmer’s dollar was worth 
about 44 cents. Now it is worth 
about 84 cents. Two years ago, corn, 
the greatest of American crops, was 
being dumped at 14 to 16 cents a 
bushel. 
cents, and wheat limped along at 40 
cents and thereabouts. Now corn is 
selling from 90 to 95 cents a bushel 
(74 to 76 in Chicago), wheat $1.10 
to $1.15, middling cotton ranges 
from 12 to 13 cents a pound—on the 
sunny side of $60 a bale. With 
minor zigzaggings excepted, the gen- 
eral direction of crop prices is up- 
ward in almost all departments; 
grains, fruits, vegetables, poultry, 
and milk. And speaking broadly, 
farm prices are out-climbing indus- 
trial prices as farm buying power 
for 1934 rose 44 per cent over its 


.total for 1933. 


Farm buying is getting back to 
old and proven ratios. Those of us 
who can remember back of the up- 
setting and tumultuous ‘twenties, re- 
member when a dollar a bushel for 
wheat, 50 cents for corn, and 10 
cents a pound for cotton were the 
proven and staple prices, the real 
bases for farm buying and _ pros- 
perity. 

Agriculturally speaking, those 
were also days of commodity buying. 
Two bushels of wheat bought a pair 
of shoes; a fat hen bought a new 
hat, a wagonload of corn a new suit. 
These parities were specific and 
tangible. They were business get- 
ters and builders. A good farmer 
could budget his crops even before 
harvests were sold. 

Speaking as a farmer and an in- 
terested onlooker, it seems to me 
that the time is again ripe to sell to 
farmers in terms of restored parities 
and of commodity values. I am not 
exhorting a return to barter. But I 
am suggesting commodity salesman- 
ship. 

As a first why not? I suggest a 
wheat window. A bushel of wheat, 
preferably locally grown, should be 
the center of interest. The sample 
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Cotton dragged at four 


might well be tagged with a card, 
stating variety and grower’s name. 
About the bushel of wheat could. be 
attractively grouped a display of 
tools, farm and household hardware, 
utensils, china ware, and various and 
sundry items that can be bought for 
the price of a bushel of wheat, i.e., 
$1.10, or the current local price. 

The idea should hold excellent 
possibilities for related selling and 
assortment selling. 

Items featured as buyable for the 
price of a bushel of wheat would, of 
course, vary with season and type 
and trends in local trade. But hun- 
dreds of staples and notions in hard- 
ware and furnishing lines might be 
grouped and displayed at the exact 
or approximate price of a bushel of 
wheat. 

Other great crops would hold as 
great or greater opportunity for dis- 
play selling in terms of commodity. 
A window display centering about a 
bale of cotton might include excel- 
lent oil ranges, refrigerators, dining 
sets, chair sets, table services, beds, 
and innumerable articles of house- 
hold and staple hardware and farm 
equipment, all buyable at exactly or 
approximately the current farm 
price of a bale of cotton. 


Apples, potatoes, oranges, grapes, 
butter, wool and many other crops 
of outstanding importance in your 
farm trade territory might respond 
to commodity display. The display 
would provide excellent advertising 
for the grower. It would interest 
the country public particularly, the 
town public generally, and would 
play to the old-time country fair rule 
that good produce is always good 
display. And it would be in keeping 
with the nation-wide truth that 
farmers are buying again, and the 
great oid business maxim that tells 
us it’s the farm dollar that turns the 
wheels of prosperity. 

If the window display proved a 
business builder, then the idea might 
profitably be applied to country 
newspaper advertising and to direct 
mail advertising. 

Finally, I should like to make a 
suggestion as to statement of prod- 
uce prices. These should be locally 
accurate. The quotations herein 
quoted on corn and wheat, for ex- 
ample, are taken from the New York 
exchanges. Chicago, Kansas City, 
Minneapolis, etc., prices are lower. 

And the display quotation should 
be the farmer’s price, at the time of 
display. 





Few Hardware Wholesalers 
Favor Five-Day Week 


OST hardware wholesalers 
Moeriae a five-day week im- 
practical, and only eight 
firms are now operating on such a 
basis. These facts were developed 
when HarpwareE AGE recently asked 
the 522 hardware wholesalers in the 
nation for their opinions on this sub- 
ject. As reports were received from 
302 wholesalers, in 46 States, or 
nearly 60 per cent of the total num- 
ber, this provided a very accurate re- 
flection of the views of the trade as 
a whole. In view of the current agi- 
tation of labor interests for a shorter 
work week this summary of the re- 
ports should prove especially inter- 
esting. Labor leaders contend that 
a five day, forty hour work week, if 
generally adopted by industry, would 
do much to solve our unemployment 
problems. 
The wholesalers were asked to an- 
swer four questions, the first of which 


was—“Are you operating on a five 
day week, being closed all day Sat- 
urday»’ Of 297 firms replying to 
this question 289 answered “No,” 
while only eight answered “Yes.” Of 
the firms reporting that they are 
operating on a fiye day week, three 
are located in New York, while one 
each is located in Connecticut, Dis- 
trict of Columbia, Illinois, Minne- 
sota and Montana. 

The second question was—“Do 
you expect to operate on a five day 
week, being closed all day Satur- 
day?” 296 firms answered this ques- 
tion, and of these 272 answered 
“No,” while 24 answered “Yes,” in- 
dicating that approximately 91.2 per 
cent of the reporting firms have no 
intention of operating on a five day 
week. 

The third question was—“Do you 
consider it practical for the hard- 

(Continued on page 70) 
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Don’t Forget This 


When You Ask Somebody 
to Guarantee a Customers 


Account. 


T is a common thing in business 
for a would-be buyer of mer- 
chandise, who has no credit 

standing of his own, to get somebody 
else to guarantee his indebtedness to 
the seller. As I have occasionally 
pointed out, this is a rather technical 
operation, and has to be done just so, 
if the guarantor is to be bound. 
Many a seller of merchandise hasn’t 
done it “just so,” and has found, 
when he got into it, that he didn’t 
have a guarantor at all. 

In proof of which is a case which 

I have before me now (Manley Bros., 
Inc., vs. Bush, 169 Atl. Rep. 782). 
In that case the would-be buyer 
without credit standing was W. S. 
Pease. The seller was Manley Bros., 
Inc., and the person whom Pease got 
to guarantee his account was Guy H. 
Bush. The paper Bush signed was 


as follows: 


Manley Bros. Co. 


Gentlemen:—In consideration _ that 
you sell to W. S. Pease merchandise 
on open account, I will personally 
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Says Elton J. Buckley 


guarantee payment of any of his ac- 
counts to the extent of $1,000, as the 
maximum amount that I am responsible 
for. Guy H. Busn. 


When Manley Bros., Inc., got this 
they did not acknowledge it or do 
anything about it, except to sell to 
Pease the goods he wanted. And 
they went on selling him, on the 
strength of it. Finally Pease was 
pressed for payment, but couldn’t 
pay. Then Manley Bros., Inc., went 
after Bush, the guarantor, who after 
consulting his attorney also refused 
to pay. And the court into which 
the matter was subsequently taken 
upheld him and said he didn’t have 
to pay. 

So that we have what looks on the 
surface like an iron-clad guarantee 
of $1,000, which, for reasons which 
I shall explain, turned out to be 
worthless. Since Pease couldn’t be 
made to pay, Manley Bros., Inc., lost 
the whole account. 

Now let’s see where this guarantee 
went wrong. 


In the first place, the court held 
that the guarantee wasn’t binding on 
Bush until Manley Bros., Inc., for- 
mally accepted it. That, as I have 
explained, wasn’t done. It wasn’t 
enough to just go ahead and sell 
Pease the goods; it was necessary for 
Manley Bros., Inc., to write Bush in 
substance: “We have your guaran- 
tee of the account of W. S. Pease, we 
hereby accept it, and are letting Mr. 
Pease have the merchandise on the 
strength of it.” The court said this: 

To constitute a contract of guaranty, 
like any other contract, there must be 
a meeting of minds of the parties; an 
offer by one of them and an acceptance 
of such offer by the other. An offer is 
but a step in the negotiations; the 
guaranty is the result of the negotia- 
tions. It is agreed that the alleged 
guaranty is continuing in its nature; 
that is, that it covered future credits to 
be extended by plaintiff to Pease. Such 
instruments are generally construed as 
an’ offer of guaranty rather than an 
actual guaranty, and require seasonable 
notice of acceptance. 

If the guaranty is signed by the guar- 
antor without any previous request of 
the other party, Manley Bros., Inc., and 
in his absence, for no consideration 
moving between them except future 
advances to be made to the principal 
debtor, Pease, the guaranty is in legal 
effect an offer or proposal on the part 
of the guarantor, needing an accept- 
ance by the other party to complete the 
contract. \“ 

In the second place, the court said 
that Manley Bros., Inc., were obliged 
to prove that they had let Pease have 
the goods on the strength of Bush’s 
guarantee. I would have thought 
that should be easy, but for some 
reason they didn’t do it, and there 
they failed again. The chief failure 
was of course their failure to 
acknowledge the guarantee. That 
has happened again and again, as the 
case books show. The average seller 
in the position of Manley Bros., Inc., 
is very apt to think that his selling 
goods to the subject of the guarantee 
was tacit acceptance of it, and so it 
would be were it not for this rather 
technical law. 

Never forget, therefore, when 
somebody guarantees some  cus- 
tomer’s account, to notify the guar- 
antor that you are accepting it and 
are selling the goods on the strength 
of it. 
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HELPFUL HINTS 


By ROBERT PILGRIM 
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ONE /OWA STORE GOES AFTER 
THE BRIDGE PRIZE BUSINESS 
BY FEATURING APPROPRIATE 
MODERATE PRICEO ARTICLES WHICH 
ARE ADVERTIGED AS BRIDGE 
PRITE SUGGESTIONS ” ANDO 
PLACED /N A PROMINENT SPOT 

IN THE STORE 
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BY MARKING THE 
FLOOR OFF IN 5- 
FOOT UNITS, ONE 
HARDWARE FIRM. 
SOLVED ITS PROBLEM 
OF MEASURING ROPE 
IN A CRAMPED 
SPACE WHERE TWISTING 
AND CURLING‘OF THE ROPE 
MADE \T DIFFICULT TO 
HANDLE........ ON THE 
25| MEASURED FLOOR, THE 
ROPE 156 MEASURED 
FASILY AND IN FULL 
VIEW OF THE CUSTOMER 
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THE ABOVE I6 A HOME-MADE 
BIRD BATH MADE EASILY WITH 
AN ASH CAN COVER, SEWER 
TILE ANO PAINT...... ONE 
MERCHANT PUSHES H/S SALE 
OF THESE ITEMS BY SHOWING 
THE FLAN TO A/S CUSTOMERS 
AND SUGGESTING THEY TRY (7 












STOCK /$ WITHIN EASY 
REACH, CLASSIFIED BY 
COLORS, AND PRICES 
CLEARLY MARKED 
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‘SELF SERVICE PAINT BOOTHS 
WERE INSTALLED BY ONE CALIFORNIA 
FIRM, WITH THE RESULT THAT THE PAINT 
DEPT. NOW OCCUPIES HALF THE SPACE 
IT FORMERLY DID, THE SELLING COST IN 

THE PAINT DEPT. HAS BEEN REDUCED 

AND TURNOVER SPEEDED UP 
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Weekly 


Cooking Demonstrations 


Build Business for Hartmann 


EEKLY cooking demonstra- 
tions, held in the store’s 
own model electric kitchen, 


have benefited the Hartmann Hard- 
ware & Supply Co., Somerville, N. J., 
in many ways. The demonstrations 
have been very effective in increasing 
store traffic. They have created much 
good will for the store; stimulated 
sales in related lines, and have also 
increased the firm’s prestige with 
Somerville housewives. But, best of 
all, the idea has been responsible for 
the sale of several complete electric 


kitchens, and has developed a goodly 
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number of worthwhile prospects. 
With the FHA loan program, now in 
operation, many housewives will be 
able to satisfy their desires for elec- 
tric kitchens, under the convenient 
terms available. It therefore seems 
reasonable to expect that the bene- 
ficial effects of the model kitchen on 
the store’s business will shortly be- 
come even more pronounced. 
Installed about a year ago the 
model kitchen has since been the 
means of favorably impressing sev- 
eral hundred Somerville housewives 
with the many advantages of a mod- 


ern, labor-saving electric kitchen. 
The idea was enthusiastically re- 
ceived at the start, and interest has 
since been maintained at a keen pitch. 
Somerville is rather typical of many 
towns the country over. It is a 
county seat, has a population of 8255, 
and most residents are home owners 
of moderate means. To many such 
residents the home is of paramount 
importance, and it is not a difficult 
matter to stimulate their interest in 
up-to-date kitchen equipment. They 
realize that the kitchen is the “heart” 
of a home, and know the modern 
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Model Kitchen Increases Traffic for New Jersey Hardware Dealer 


equipment is essential for real kitchen 
efficiency. 

Being very compact, a model 
kitchen like Hartmann’s, so far as 
floor space occupied is concerned, 
could be placed in almost any loca- 
tion. It actually utilizes a space 
seven by eleven feet, yet is complete 
in all respects. After giving the mat- 
ter of location considerable thought, 
Hartmann’s placed the model kitchen 
well toward the rear of the unusually 
deep (175 ft.) main sales floor. In 
this location visitors to the model 
kitchen were forced to take cogni- 
zance of the store’s large and varied 
stock. Tempting displays of new 
cooking tools and utensils are espe- 
cially arranged for kitchen demon- 
stration days. Many stop and buy 
on their way to or from the demon- 
strations. Others return later for 
articles observed during their visit. 

Another advantage in the location 
is that it segregates the audience at- 
tending the demonstrations from the 


Photos show actual scenes in Hartmann 
Hardware & Supply Co. store at Som- 
erville, N. J. 


distractions of a more prominent 
placement. To insure additional 
privacy, and to obscure unsightly bolt 
racks that are adjacent to the model 
kitchen, a large, movable screen is 
also used. This location also makes 
it possible to accommodate a fairly 
large audience directly in front of 
the model kitchen. 


Model Equipment 


Equipment in the model kitchen in- 
cludes special steel cabinets, and 
shelving, as well as the following 
electric appliances: range, refrigera- 
tor, dish washer, toaster, percolator. 
window ventilator, clock and mixer. 
A similar kitchen, permanently in- 
stalled, cost the home owner more 
than $1,000, so it is readily apparent 
that such large volume sales are 
worthy of aggressive selling effort. 
The model kitchen presents a strik- 
ing appearance, the body color be- 
ing white, trimmed with effectively 
placed bright red bands, upon which 
are aluminum stripes. Lighting is 
indirect. As a Philgas heater is used 
for heating the water for the dish 
washer this unit can also be shown 
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to good advantage during a demon- 
stration. 

Everything in the kitchen is put 
to actual use when the weekly demon- 
strations are held. The demonstrator 
usually starts by preparing an oven 
meal, consisting of meat, vegetables, 
salad and dessert. While the meat 
and vegetables are cooking, the 
demonstrator prepares the salad and 
dessert and places them in the refrig- 
erator. During all of the prepara- 
tions the merits of the various ap- 
pliances, utensils, and tools being 
used are explained. When the meal 
is ready it is served buffet style, and 
the dishes are then washed in the 
dish washer. Following the kitchen 
demonstration, another demonstrator 
is usually on hand to demonstrate 
washers and ironers. 


Assures Crowd 


A good crowd at each demonstra- 
tion is assured by offering selected 
woman's civic, social, religious and 
fraternal organizations a contribution 
amounting to 25 cents for each per- 
son present, provided that 25 or more 
are in attendance. The firm believes 
that it would be most difficult to get 
the comparable results for the same 
amount of money spent in any other 
way. 

It is a standing rule that no prices 
are to be quoted during the demon- 
strations. When the organizations are 
invited they are also told that orders 
will not be solicited from members 
without first having consent and ap- 
proval. However, they are also told 
that the names of members will be 
placed on the store’s mailing list to 
receive literature from time to time 
on the items demonstrated. The store 
finds that those who are sufficiently 
interested are quite willing io return 
after the demonstration for price in- 
formation, or will phone the store 
for a quotation. Not infrequently, 
the store receives phoned requests for 
a special representative to call to 
provide additional details on equip- 
ment used in the model kitchen. 

The Hartmann Hardware & Supply 
Co. is conducted by Mrs. John A. 
Hartmann. 
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Dont Be Fooled By 
axes in Small Doses 


And remember that a one per cent sales 
tax absorbed by the merchant can easily 
be ten to twenty per cent of his net profit 


on sales. 


HEN Smith Brothers of 
Whisker and Cough Drop 
fame thought 50 years was 


long enough for the fixtures and 
decorations of their popular restau- 
rant in Poughkeepsie to do duty, 
they asked their customers to vote 
on whether they should modernize or 
preserve the antiquity of the 80's. 
The vote was practically unanimous 
for the heavy handed art of our 
grandfathers, and no change was 
made. 

One very modern touch, however, 
has recently been reported in one of 
their front windows. 

A plainly lettered sign reading: 


Taxes Paid by Smith Brothers 


Federal income tax. 

Federal excess profits tax. 

Poughkeepsie City tax. 

Dutchess County tax. 

State tax—New York. 

Automobile license taxes. 

Federal oil tax. 

Telephone tax. 

Check tax. 

Federal capital stock tax. 

New York State franchise tax. 

Michigan City, Ind., tax. 

County tax at Michigan City. 

State tax—Indiana. 

Federal gasoline tax. 

New York gasoline tax. 

Telegraph tax. 

Tax for code administration. 

Processing taxes on sugar, wheat, corn, pork, 
cotton, peanuts. 

State of Indiana foreign corporation registra- 
tion tax. 

State of Indiana tax on gross receipts. 

State of Oregon tax on gross receipts. 

State of Washington tax on gross receipts. 

State of California personal property tax. 

State of Washington personal property tax. 

State of Oregon property tax. 


This is evidence that Smith Broth- 
ers know what is going’ on. 

I wonder, dear retailer, if you are 
equally conscious of what is going 
on—and what is in store for you. 

Perhaps if we could all head our 
lists with excess profits tax and in- 
come tax we would not be so much 
concerned about the rest of it. 
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You cannot afford to absorb it. 


There were most vigorous pro- 
tests against the inevitable when the 
States began taxing income and then 
we accustomed ourselves to it, just 
as we had become inured first to the 
Federal income tax and then to its 
steady rise. 

The sales tax is now going through 
the same stages of protest, inevita- 
bility and acceptance. 

Our incomes are to be taxed going 
as well as coming. Perhaps that is 
as it should be, if they will only 
come— 

But if the retail merchant has this 
tax to pay he pays it not out of in- 
come but on his sales whether they 
bear any income or not. 

In the Smith Brothers list appear 
three items of “gross receipts tax”— 
sales tax, smelling just as sweet as 
under the other name. 

Good citizens will groan at a two 
per cent State income tax but never 
say a word about paying a three per 
cent tax on the same income as it is 
spent in the form of sales tax be- 
cause it isin smaller doses. 

Don’t let the small doses fool you. 
In Missouri the tax is 144 of one per 
cent, and must be absorbed by the 
merchant and taken out of his mar- 
gin if he can; out of his capital if 
he can’t. 

I called up one of my hardware 
friends who has always complained 
about his ad valorem taxes and 
asked him if his sales tax of 4% per 
cent on sales would equal his other 
taxes. “Oh, I don’t suppose so, I 
haven’t figured it.” “Do,” I said. 
He called me back in a little while. 





JAMES F. GOODMAN 
Author of this article 


“Great Scott, man, it’s more—a lot 
more.” 

The natural expectation is that the 
rate will be raised by “impercepti- 
ble” steps. The Governor of Mis- 
souri is already asking the Legisla- 
ture to double the present sales tax. 

This may easily mean a 200 per 
cent tax raise over the old system 
provided the merchant pays the tax 
out of his own till as he does in 
Missouri. 

In Oklahoma the tax is 1 per cent 
and it is against the law to represent 
the tax as being part of the sales 
price. It must be paid by the pur- 
chaser as a separate item. 

If a customer refuses to pay the 
tax, the merchant has no way of en- 
forcing the collection, however, and 
must pay the tax himself. 

I bought a root beer in a drug 
store in Arizona and I was charged 
six cents for it. It was a large glass 
and cheap at the price, but I asked 
why six cents. “Sc and sales tax,” 
the boy told me. “Oh, boy,” I said, 
“20 per cent sales tax.” “Oh, no,” 
said the boy, “the tax is 144 per 
cent. I keep a little slip here and 
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everytime I sell up to 65 cents worth 
I charge an extra cent. You just 
happen to be the 13th root beer.” 
Ingenious and has a sporting element 
as well. 

It was also in Arizona that I heard 
from the greatest sufferer from the 
sales tax. 

The waiter in the dining car 
showed such gratitude when I put 
the 3 cents in pennies covering the 
tax on his tray in addition to the 
payment of the check and his tip 
that I asked him what was wrong. 
“Well, sah,” he said, “up and until 
now I’ve paid all the sales tax outen 
my own pocket, and it mounts up 
sah, it mounts up.” 

Ordinarily a guest pays his check 
with a bill and he is brought change, 
part of which is in pennies due to the 
deduction of the sales tax. Invaria- 
bly the guest leaves the pennies for 
the waiter, leaving 22 or 23 cents 
where he formerly left a quarter and 





32 or 33 cents where it might have 
been 35 cents before, a 10 or 12 per 
cent cut in the tip. 

Be alive to what is being done in 
your State about sales taxes while 
they are small as they have amaz- 
ingly cumulative possibilities of 
“mounting up.” 

You can’t afford to absorb them. 
The buying public must be kept con- 
scious of their presence and _ their 
size as they are the ones to pay them 
and their protest is more effective 
than yours because there are so many 
more of them. 

A one per cent sales tax absorbed 
by the merchant can easily be 10 to 
20 per cent of his net profit on sales. 
Try it out on your showing for the 
year. 

The gasoline tax will never be 
decreased just because the oil com- 
panies say it cuts down the consump- 
tion of gasoline, but if every time 
the genial attendant “filled her up” 


FEDERAL COME TAX = FEDERAL CAMTTAL. : 

FEOGRAL ERCESS PROFAS TAD AN NORCENT” 
+ CITY tax CiTY TAK 

COUNTY TAX COUNEY Tax 

STATE TAR Siw YORK STATE TA - sR, 

ARUOMERIL: UCENc ATES FEORAM GASOUNE Tam 

FEDERAL OF TAX 60 OR GASOLINE TAK 

TELEPWOME TAX 

CHECK TAX 


ESTATE OF O0EO0M Tax OM OROSS RECEWTS 
STALE OF MASHINGION TRY ON GROSS RECEIPTS 
STATE OF CALIFORNIA PERSONA: PROPERTY TAX 
STATE OF WASHIRO ION HERSORAL OPERTY TAL 
STATE OF OFCOM PERSONAL PROVERTY TAK 
i air: » Be. 


The Smith Bros. Restaurant, Poughkeepsie, N. Y. 
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he said, “the gas is 60 cents and the 
tax is 72 cents,” (3 for State, 2 for 
Federal and 1 for city) several 
million car drivers would take notice. 

I spent two days in Los Angeles 
last month. I understand California 
has one of the highest sales tax, 242 
per cent. I never heard anything 
there about it in the stores. I asked 
a California friend—he didn’t know. 
I don’t know whether I paid a sales 
tax or not. 

They are like that in Los Angeles. 
They are almost unconscious of the 
New Deal or the drought or the 
United States. 

Here’s something else from Cali- 
fornia—The Synchrotax. Did you 
ever hear of it? A proposal to do 
away with all other forms of taxa- 
tion and “synchronize” all forms of 
taxation into a tax on Gross Incomes. 
(Net incomes are too elusive and too 
small. Mass production of taxes is 
sought. ) 

Banks are let off easy. Their total 
taxes in any one year “are not to ex- 
ceed 50 per cent of their net in- 
come.” 

Or have you heard of the Town- 
send Proposal to retire every one 
over 60 on a pension of $200 a 
month, the funds to be raised by a 
general sales tax of 1 per cent. This 
also from California. 

And then there is Mr. Sinclair— 
but I guess that’s enough for Califor- 
nia. 

Do you know that New York and 
St. Louis have seriously proposed 
municipal sales taxes? That the 
Federal Government is talking gen- 
eral sales tax besides the steady 
adoption of the idea by state after 
state? 

You can’t stop it. But you 
mustn’t absorb it or it will break 
you. . 

Many State Legislatures are going 
to meet this winter. If you have a 
sales tax now that is not being 
passed on, make some figures on it 
and know where you will come out 
if it is advanced and do what you 
can to show your legislators what it 
is doing to you. 

If you haven’t a sales tax—yet— 
see that you get a fair one and that 
it replaces some other tax like the 
Iowa sales tax which has replaced 
farm taxes. 

I have a friend who is a great 
booster for the Iowa sales tax. He 
lives in Kansas and owns a farm in 
Iowa. 
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Single Stroke Roman 


Sixth of a Series on Show Card Writing 


NLY the most skilled at show 
QO card writing should ever at- 

tempt any fancy lettering or 
scroll work of any kind. The plainer 
the letter the easier to make, and the 
easier to read. This single-stroke 
Roman alphabet is an easy alphabet 
to learn if the beginner will study 
the single stroke composing each let- 
ter. The small arrows point the di- 
rection of each stroke and the num- 
bers, 1, 2, 3, 4, their sequence. The 
card measures 14 x 22; the caps are 
3% in. high. 

The first stroke taken in making the 
capital letter E was the exact width of 
a number twelve red sable brush dip- 
ped in the ink and worked out flat 
fan shape to a chisel edge, starting 
almost on the top pencil guide line 
and removing brush when within an 
eighth of an inch of the bottom guide 
line. To make the horizontal strokes 
2, 3 and 4, the brush should be rolled 
and shaped to a round point. It will 
then make the horizontal or thinner 
strokes the correct thickness. 

The nibs, which are sometimes 
called “spurs” (see illustration on 
plate), are made with short brush 
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strokes the direction the arrows point. 
The lower case letters e, f, g, h, i and 
j should be three-quarters the height 
of the capitals. The letter e being 
made entirely within the body guide 
line. The letters f, g, h and i extend 
above the body guide line, the letters 
g and j, below. 

The three first fingers should be 
held together and move as one, hold- 
ing the brush at a slant. The hand 
should be so raised that the three 
first fingers pass backward and for- 
ward over little finger, the first joint 
of which rests on card to steady hand. 
Letters which are higher than three 
inches and require a sweep must be 
done freehand, as the little finger, if 
used as a rest, would be in the way 
of the brush sweep. 

Do not try to make all these let- 
ters the same width. The letters 
which should be wider than the others 
are: Capitals A, C, G, M, O, Q and 
W;; the narrowest letters are: I. J, L. 
F, E, B and R. 

Too much cannot be said as to the 
importance of properly sketching or 
roughly laying out a show card be- 
fore attempting to do any lettering. 


The proper course to pursue in lay- 
ing out a card is first to mark off a 
liberal margin of one or two and one- 
half inches all around the card (use 
yard stick and pencil making faint 
lines). The next step is to draw an 
upright line through the center of 
card, this will act as a guide in divid- 
ing letters equally and balancing 
words on card. Next, decide on how 
many lines of lettering you wish to 
write on card, then draw the required 
amount of horizontal spaces, sketch 
the lettering out very faintly in these 
spaces, then trace over, making the 
necessary single strokes with a red 
sable brush. Art gum, which may be 
purchased in most stationery stores 
for ten cents, should be used to erase 
lead pencil lines after work is 
finished. 


The Necessary Equipment for 
the Beginner 


In purchasing supplies the begin- 
ner is fortunate in needing but few 
tools to commence with. The best 
brushes are the cheapest in the end, 
and these should be made of pure 
red sable hair. For the benefit of 
those who are not able to purchase 
the following supplies in their own 
town, the writer will furnish the 
names of the show card supply house 
nearest to them. 

(Continued on page 65) 
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Good Window Displays Will “ 


$100 Cash:s 


Tying in with the increasingly popular hobby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 


Homeworkshop Tools and 
Equipment,Handicratfts,or Both 












Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools. ..... . 


Seven Cash Awards as Follows: 


First Prize $35, Second Prize $25, Third Prize $15, 


Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 

All window pictures submitted become the property of 
HarpwarE AcE and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware AGE editorial offices not later than Feb. 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware AcE are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as they wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 
homeworkshop craftsmen or’a combination of both. 

This contest is intended to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or _group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


CONTEST EDITOR HARDWARE AGE 


239 WEST 39th ST. NEW YORK, N. Y. 


DECEMBER 6, 1934 
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Many Wholesalers and Retailers Express 


Appreciation for Hardware A ge Directory 
and Catalog Edition Just Out 


Theyre Telling Us 


In Constant Use 


San Francisco, Cat.—I find that a 
directory of this type is constantly put 
to practical use by our department 
heads, as well as being of general in- 
terest to our organization. In our 


Houseware department, particularly, we (4 


are always endeavoring to find new and 
more or less distinctive items which can 
be added. 

C. HaypEN, 

Vice-President and General Manager, 
Dunham, Carrigan & Hayden Co. 


A Great Help 

Cuicaco, Itt.—We have received 
your yearly directory or “Who Makes 
It?” as of September 27th, 1934, and 
wish to say that this directory is not 
only well gotten up, but, most of all, is 
a great help to the hardware industry. 

SUCCESS TO IT! 

Wa ter H. Grimm, President, 

Dunham, Carrigan & Hayden Co. 


Best Ever 

New York, N. Y.—Recently we re- 
ceived a copy of the new HARDWARE 
AcE Directory and we want to compli- 
ment you upon this publication. We 
think it is the best that you have issued, 
and we can assure you that it will have 
a prominent place in our library. 

Wm. B. Pautscrart, Vice-President, 

R. K. Carter & Co. 


Invaluable 


CotumsiA, S. C.—I wish to express 
my appreciations for the Directory sent 
to me several weeks ago. 

“Who Makes It?” contains much val- 
uable information and will be very 
helpful to me in the hardware business. 








A Hardware buyer should find it in- 
valuable in getting prices and placing 
orders. 
Lee A. Lorick, President, 
Lorick & Lowrance, Inc. 





Wonderful Source of 
Information 


Benson, Ariz.—We acknowledge, 
with thanks, receipt of the “Who Makes 
It?” edition of HARDWARE AGE. 

We find the directory very useful in 
our buying of hardware, and the tables 
and charts are indeed a_ wonderful 
source of information, all of which 
makes this one number worth many 
times the subscription price of your 
great magazine. 

Again thanking you, and with our 
best wishes for your continued success, 
we are 


F. M. Soza, 
J. Knox Corbett Lumber & Hardware 
Co. 


Used Daily 


Dansury, Conn.—This is a word of 
thanks and appreciation for your splen- 
did new copy of Harpware AcE Di- 
rectory. 

Hardly a day passes without our 
using this book many times—in fact, 
we find it indispensable. Keep up the 
good work. 

Lewis HEYMAN, 

Vice-President and General Manager 

H. J. Heyman Sons, Inc. 





Most Complete Reference 
Book 


Scuenectapy, N. Y.—We wish to ac- 
knowledge and thank you for the Harp- 
warE AGE Directory number entitled 
“Who Makes It?” This is one of the 
most complete references we have ever 
had brought to our attention and frank- 
ly we feel that this book alone is worth 
the price that you charge for one year’s 
subscription to HARDWARE AGE. 

H. C. RicuTer, 
Clark Whitbeck Co. 





Took It Home to Study 


Jounson City, TENN.—We acknowl- 
edge receipt of the 13th edition of your 
Directory Number, Volume 134, No. 7, 
“Who Makes It?” We would have 
acknowledged this sooner but the writer 
took this home with him and has been 
looking it over with so much interest 
and has done so from front to back 
cover. It is a wonderful publication. 
I am particularly impressed with the 
tables, charts, lists, codes and other 
information including the page of the 
Harpware AcE Platform. 

Next of most interest and benefit in 
the operation of business is the com- 
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pilation of manufacturers of hardware 
and allied merchandise. 

We have already found this book 
very interesting and are going to find 
it very convenient and valuable as a 
reference book. Thank you most sin- 
cerely for this copy. 

James A, SUMMERS, 
Summers Hardware Company 





The Best Trade Journal 


AKRON, On10.—Your publication, 
Harpwake AGE, is the best Trade Jour- 
nal published in the Hardware field. 
We like it because it is helpful to all 
branches of the hardware business. Es- 
pecially the window display section. 
For instance, the average Hardware 
Merchant does not employ the services 
of a regular window trimmer, and, 
therefore, does not have much time to 
work out new ideas. That is why we 
think this service is very valuable to 
him. The new goods section and the 
“Who Makes It?” are just as valuable. 
Our Harpware AGE is read from cover 
to cover and we are sure that we ex- 
press the sentiment of all the boys in 
our organization when we say, it is the 
most popular publication coming to our 
store. 

The Directory is also a very fine piece 
of work and feel sure the average hard- 
ware merchant will find this a ready 
reference book from which valuable 
information can be obtained at a glance 
and at no cost. . 

We wish to take this opportunity to 
thank you for the directory and assure 
you we appreciate it. 

M. E. Bercut, 

Secretary, 

Central Hardware & Factory Supply 

Co. 


All Issues Worth While 


Ausurn, Inp.—We wish to express 
our appreciation of HaARpwareE AGE. [tn 
every issue we find articles that are 
worth while, suggestions that are prac- 
tical and helpful. 

We appreciate the “Who Makes It?” 
Directory and catalog number and 
often use it. 

We have no criticism to offer and so 
far as we are concerned you can let 
the paper remain “as is.” 

C. C. Situ, 
Secretary, 
Culbertson Hardware Co. 





Comprehensive 


Battimore, Mp.—Please accept our 
thanks for the Directory Number of 
the Harpware Ace, which you so 
kindly sent to our H. J. Moehlman. We 
are quite sure this comprehensive book 
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will make a very valuable addition to 
our reference library. 

Tuomas F. Fox, 

Assistant Secretary, 

Baltimore Association of Commerce 





A Fine Job 


New York, N. Y.—We acknowledge, 
with thanks, receipt of your Directory 
Issue of HARDWARE AGE. 

We think that you have made a fine 
job of this issue and think it should 
prove very useful in the hardware 
trade. 

D. C. Stace, 
Patterson Brothers 





Of Great Value 


A.BuQuERQUE, N. M.—We find the 
Directory of great value and we very 
much appreciate the copy which you 
have sent us. 

Max Norpuaus, President, 
Charles Ilfeld Co. 





Of Service 


SavANNAH, Ga.—yYour Directory has 
been received and is of service and very 
much appreciated. 

W. A. SEMMEs, 
President, 
Semmes Hardware Co. 





Favorably Impressed 


MANSFIELD, On10o.—We were most 
favorably impressed with the copy of 
the Directory or “Who Makes It?” It 
has not been possible to make a com- 
plete examination, but it impresses us 
favorably. 

W. B. Martin, 
N.R.H.A. Director, 
The Martin Hardware Co. 





Handy 
NEENAH, Wis.—Thank you for your 
Buying Guide dated Sept. 27, 1934. 
This is a very handy reference book. 
James WEss, 
Wm. Krueger Co. 





Exceptional Asset 


Dunkirk, N. Y.—We have received 
our copy of the Directory Issue “Who 
Makes It?” and consider it an excep- 
tional asset to our office; we communi- 
cate with it very frequently. 


Pau. WEIss 





Indispensable 


Wasuincton, N. C.—The writer 
wishes to acknowledge receipt of your 
copy of the Directory or “Who Makes 
It?” Issue of HARDWARE AGE. 

I wish to congratulate you very much 


indeed on getting out such a fine edi- 
tion, as I am sure all the hardware job- 
bers and dealers will find a copy of this 
Directory practically indispensable. 
J. M. Harrincton, 
Treasurer and Megr., 
Harris Hardware Co. 





Convenient 


Boston, Mass.—We have received 
the “Who Makes It?” Directory of the 
Harpware AcE and find it very con- 
venient. We use it frequently. 

E. PATTERSON, 
Bigelow & Dowse Co. 





Complete 


Lincotn, Nes.—Sometime age we re- 
ceived from your company the Harp- 
warRE AcE Directory, which was very 
complete and nicely arranged and un- 
questionably would be of great value 
to any hardware dealer. We thank you 
very kindly for sending same to us. 

E. E. HENKLE, 
President, 


Henkle & Joyce Hdw. Co. 





Valuable Book 


Lincotn, Nes.—We received copy of 
“Who Makes It?” Will say it is a very 
valuable book and it alone is worth 
the price of a subscription. 

Henry Verity Co. 


Efficient 


Cuicaco, ILt.—We wish to acknowl- 
edge your Directory or “Who Makes 
It?” Issue. 

We look forward every year for this 
very effitient and condensed listings of 
products and manufacturers making 
them, and find it of great value to our 
purchasing department. While we sub- 
scribe to a very comprehensive service 
of this kind, whiclr naturally costs us 
considerably more, nevertheless “Who 
Makes It?” with its limitation to those 
particular lines which largely constitute 
our stock, is found an ever ready and 
much appreciated volume, and we 
thank you for it. 

E. G. Linpguist, 
Secretary, 
Ace Hardware Corp. 





Very Valuable 


Ow City, Pa.—We have received a 
copy of “Who Makes It?” We find 
this a very convenient and valuable 
book to us. We thank you for this. 

United Hdwe. & Supply Co., 
Seep Bros. Branch 
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ADVANCES BECOMING EFFECTIVE 


Waterproof Footwear Steel Wool 
Seme Types of Wood 


Serews 


DECLINES BECOMING EFFECTIVE 
Lead Roofing Washers 


Lead Pipe 
Bulk Lead Oxides 
Few Items of Weldless 
Steel Chain Goods 
Revere Whistler Tea Kettle 


ADVANCES EXPECTED 


Linseed Oil 


Mop Sticks 

Window Glass 

Carriage and Machine 
Bolts Ete. 


(See report below for full particulars.) 


On carriage and machine bolts 
and nuts, unusually liberal buying is 
under way by both consuming and dis- 
tributing firms. With no announcement 
of change by the bolt makers, the feel- 
ing is general that present prices are 
low, safe, and a “good buy,” but only 
temporarily available. There seems to 
be no question that the last competi- 
tive drop, on Oct. 17, brought bolt prices 
to the very verge of today’s production 
costs, 

* * * 


Distributors of window shades 
have been ordering conservatively, 
watching with interest the new trends 
of demand occasioned by offerings of 
low-priced shades during the past sea- 
son or two. For a long time this indus- 
try had been conservative in its policies, 
with little change in prices, but the 
advent of fiber or “paper” shades to 
retail at 10 and 15 cents (without 
rollers), and affording relatively satis- 
factory utility, has led to more recent 
experiment toward very popular priced 
cloth shades. 

aw * * 


American Sheet & Tin Plate 
Company notified their jobbing dis- 
tributors on Nov. 22 as follows: 


“With the exception of stock tin plate, 
our prices that applied for the fourth 
quarter of this year, for all products, have 
been reaffirmed, effective Dec. 1, for the 
first quarter of 1935.” 


* *+ 


National Lead Company, on Nov. 
19, dropped prices 25 cents per 100 
pounds on lead pipe and on sheet lead, 
averaging between 3 and 4 per cent 
decline. Lead roofing washers were 
similarly reduced, but the- company’s 
quotations on lead traps, bends and 
flanges are reaffirmed at the previous 
basis. Lower quotations on pig lead 
—now about 20 cents per 100 pounds 
under quotations of a month ago—are 
responsible for the moderate mark- 
down. 
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Fire Extinguishers 


Cotton Gloves 
Paint Brushes 
Hickory Singlctrees, 


December 


Some Saddlery Hardware 6th 


1934 


New list prices on bulk lead 
oxides, litharage and dry red lead, have 
been issued, effective Nov. 19, showing 
a reduction of 4% cent per pound, in 
sympathy with the drop in lead metal. 
Prices on white lead in oil are un- 
changed. Another drop, this time of 
34 cent per gallon, is reported on lin- 
seed oil. While paint materials, as a 
whole, are reported seasonally quiet, 
there has been a decided pickup in cur- 
rent orders for shellac. It is felt that 
only keen competition keeps the cut 
shellac market at today’s low point, in 
view of the higher costs of bone dry 
and of alcohol. 

* * 

On_ hickory singletrees, neck- 
yokes, etc., leading manufacturers have 
withdrawn prices, ascribing this move 
to advancing material costs. Whole- 
salers are expecting some definite an- 
nouncement of higher price levels. It 
is understood, too, that makers of mop 
sticks ,are considering upward price 
changes, and that these are considered 
necessary to bring quotations into line 
with present costs of production. This 
market has been steady at a reputedly 
low basis. 

* * * 

Chain manufacturers announced, 
at varying November dates, a reduction 
ranging from 5 to 10 per cent in a few 
items of weldless chain, including tie- 
outs, on which the advance was enpar- 
ently too great last spring. These 
chains sell principally in the spring 
and summer, and the price move at this 
time of the year will affect the trade 
only slightly. 

* 

Very low prices are temporarily 
prevalent on some saddlery hardware 
goods, with large manufacturers an- 
nouncing reductions on those items 
made by newer and limited producers. 
In most cases, the reductions average 
5 or 10 per cent, and meet prices which 
have been occasional for some time. 


OW'S the 


Due to the mild fall, cotton glove 
manufacturers have not put into effect 
a frequently discussed advance. They 
maintain, however, that advances must 


. come with any increase in textile wages. 


A brisk cold spell, resulting in an in- 
crease in the sales of gloves and mit- 
tens, may very well hasten the announce- 
ment of expected higher prices. 


* * * 


Waterproof footwear prices, in- 
cluding rubber boots, etce., were ad- 
vanced 10 per cent, effective Nov. 15. 


* * * 


Makers of wood screws, on 
Nov. 15, issued new price lists on all 
styles and finishes, which will be in 
effect after Dec. 31. Flat head bright 
and round head blued screws are up 
about 10 to 11 per cent. The net 
changes on brass screws are very slight. 
Most manufacturers are accepting 
prompt orders for shipment this month, 
at the Aug. 31 schedule. 


* + * 


New business at the lumber mills 
and outgoing shipments during the week 
ended Nov. 17 were somewhat above 
the average of the preceding six weeks, 
according to the National Lumber Man- 
ufacturers Association. Shipments were 
179,410,000 feet against 176,396,000, 
and orders 174,301,000 feet against 170,- 
990,000. Production declined during 
the week about 51% per cent. 


* *+ 


Wholesalers comment repeatedly 
upon the well-maintained and_ very 
large volume of bicycle sales. One dis- 
tributor, endeavoring to build up a large 
reserve supply for the holiday trade, 
has found the rate of outgoing ship- 
ments at or ahead of the best rate ob- 
tainable on incoming supplies. Manu- 
facturers are so rushed that shortages 
of some models are felt to be almost cer- 
tain, at the later stages of December 


buying. 
* * * 


On flashlights and batteries, al- 
ways at their peak demand at this sea- 
son, and through the Christmas shop- 
ping period, some distributors are re- 
porting sales far ahead of any recent 
record. This experience is the result 
of featuring popular-priced items which 
can be sold by the retailer in line with 
mail-order competition. 
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On window glass a long-awaited 
announcement was issued Nov. 23 to 
the trade by the American Window 
Glass Company, stating that the code 
for the industry was signed Nov. 22, 
and will become effective Dec. 3. Dis- 
tributors generally expect that market 
price changes will be forthcoming as a 
result of the signing of this code, for it 
has been recognized that window glass 
prices have been unduly low for some 
time past. Some factories are as far 
as 60 days behind in shipments, and it 
is felt that all mills would welcome an 


advance. 
* & 


American Steel and Wire Com- 
pany, and jobbers distributing their 
line, have recently announced to the 
trade their customary special spring 
terms of payment for 1935, on woven 
wire fence, steel posts, gates, stretchers 
and fence tools. For prepayment, the 
following schedule prevails: 


4% discount for cash if 

paid on or before...... Jan. 10, 1935 
314% discount for cash i 

paid on or before.....Feb. 10, 1935 
3% discount for cash if 

paid on or before..... Mar. 10, 1935 
2%% discount for cash i 

paid on or before ....Apr. 10, 1935 
2% discount for cash if 

paid on or before.....May 10, 1935 
Due net..... 66 6:06.04 5.6.00 set @ay AOD 


These terms, effective Dec. 1, are ap- 
plicable to minimum quantities of 500 
or more rods of farm, poultry and dia- 
mond mesh fence, of 500 or more steel 
posts and on 500 rods or more of Amer- 
ican lawn fence. Terms on smaller 
quantities of fencing and posts, or on 
any quantity of nails, staples, barbed 
wire and smooth wire, are unchanged at 
60 days net, or 2 per cent cash discount 
if paid within 10 days from date of 
invoice. 
* * * 


Current sales of Pyrex ovenware 
are reported by distributors as running 
nicely ahead of a year ago. With the 
line containing so many items and styles 
suitable for gift purposes, November and 
December are, of course, the best months 
for selling. 

* * * 


Steel wool was slightly advanced 
last month (14 to 34 cents per pound) 
by some makers, due to higher costs of 
raw material. The mark-up affected 
only the larger quantity schedules. Dis- 
tributors are told that there is possi- 
bility of a further and more general ad- 
vance on the entire line early in 1935. 
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Accumulation of dealers’ paint 
brush stocks for early 1935 is evident 
in the orders received recently by manu- 
facturers and wholesalers. Today’s 
prices on brushes were figured on a 
bristle cost much lower than it is today. 
When supplies of bristle now in the 
hands of manufacturers are exhausted, 
and prices come to be figured on re- 
placement bristle costs, a sharp advance 
seems unavoidable. Wholesalers are 
therefore advising their trade to order 
spring requirements at once. 


* + 


On fire extinguishers, further de- 
tails have arrived concerning the ad- 
vances effective Nov. 12. The prices to 
the trade are the same as those adopted 
Dec. 14, 1933, netting as follows: 


Pyrene 1 quart brass............ $8.40 
Foam extinguisher, polished copper 10.80 
Soda and acid, polished copper... .00 


Last May these prices broke to $7.35, 
$9.60 and $7.80 net respectively. There 
has been no change in the price for re- 
charges. There is now an advance also 
of $1.05 each on other quart types, such 
as aeroplane, motorcycle, nickel, chro- 
mium and enamel. Prior to Dec. 14, 1933, 
the popular soda and acid extinguisher, 
now $9.00, had been selling to the retail 
trade for approximately $5.60. 


* + 


Galvanized conductor elbows and 
shoes, made by the Ferdinand Dieck- 
mann Company, Cincinnati, are reaf- 
firmed without price change for the first 
quarter of 1935, or until further notice. 
Discounts on plain round and round 
corrugated elbows, to the trade, are 60 
per cent on 28 gage, 50 per cent on 26 
gage, and 25 per cent on 24 gage. 
Sixteen ounce copper elbows have been 
advanced Nov. 26 from 55 to 50 per 
cent discount, and lead-coated copper 
items from 30 to 35 per cent. 

* & * 

A growing feeling of security as 
to the future seems to pervade all classes 
of trade, buying resistance is breaking 
down, and spending is more liberal. 
Consumer demand, notably vigorous all 
fall, has depleted many accumulated 
stocks of retailers, and even the most 
conservative of these have been coming 
freely into the market. All along the 
line, through wholesaler to manufac- 
turer, the better demand has registered, 
and now the wheels of production are 
turning at a rate not enjoyed since the 


HARDWARE Business 


middle of last year. Items of comfort 
and luxury are coming into use, as well 
as those of essential utility. 

* * * 


Waiting for the weather is a less 
popular game in hardware stores this 
season than for a long time past. Deal- 
ers have laid in stocks of holiday and 
cold-weather goods, confident that these 
will find ready sale. Future placements 
for spring lines are becoming the habit, 
rather than the exception, and there is 
even a good starting volume of* orders 
for 1935 summer merchandise. As fast 
as prices are announced for future sell- 
ing on any commonly used seasonable 
line, buying is started by the better re- 
tail stores with little demur or delay. 
One reason is doubtless the ready sell- 
outs of current fall goods, leaving 
no great fear of sacrifice selling or of 
serious carry-overs. 

* * + 


The Rome Mfg. Co., Rome, N. Y., 
has reduced the suggested resale price 
on the Revere Whistler tea kettle from 
$1.50 to $1.00, and reports this product 
as selling very fast at the new lowered 
price. 

* *& * 

Christmas club disbursements by 
banks will total $370 million this year. 
More than 5000 banks had clubs, which 
in turn had a total membership of seven 
and one-half million persons. This year 
the average member receives about 10 
per cent more than in 1933 or $48.25. 
Although fewer banks promoted the 
idea this year the amount to be disbursed 
increased 6 per cent. It is estimated 
that 42 per cent of the money will be 
spent in retail stores for Christmas 
presents. This means that approximately 
155 million dollars will be so spent. 

* * * 

Quaker space heater sales have 
taken a notable spurt with the advent of 
colder weather. As of Nov. 15, the 
Quaker Mfg. Co., Chicago, had already 
sold and shipped two and one-half times 
as many units as in the preceding year. 
A. T. Atwill, president of Quaker, at- 
tributes the sales increase to the de- 
velopment of new territory and new 


markets. 
* *% % 


Fishermen in 1933 spent an esti- 
mated $115,295,371, or an average of 
(Continued on page 80) 
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READ IT IN HARDWARE AGE 
News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 
HARDWARE AGE FOR DECE 
Masback Introduces “‘Red Diamond Stores’? Plan Se ee < 
Which Includes Weekly Newspaper Advertising | Recently salesmen of John 
At a meeting of its sales force 7 | ; a oe : ialiieana Lucas & Co., Inc., Philadelphia, ie 
and executives, Friday, Novem- | affecting lines in their charge. oo san eer -_ al vn 
ber 16, 1934, the Masback Hard- | Chas. J. Heale, editor, HARDWARE | e sboro, N. J., for a genera T 
ware Co., 80 Warren St., New | Ace, outlined the fundamentals = om Cb eackagaernn At the conven- C 
York City hardware wholesalers, | of similar wholesaler-retailer co- pew — Bs that the a 
announced the new “Red Dia- | operative merchandising methods lr Ay Bs Rng of all 
mond Stores” merchandising and | he had observed in other parts of ucas paints had been changed. 
advertising plan. Since that time | the country and answered ques- The new label has a oe trade 
more than 600 retail hardware | tions relating to this subject. mark which will be carried — 
dealers in the Metropolitan area -— ~~ fo Laces signe and advertising. 
this activity. e meeting was ; . ‘T] in 
held at the Masback pe ag The | aacteeareamncnaea EABCUTIVE | convention by reading a telegram 
plan was outlined by President | E. R. Dunning, vice-presi- | from George A. Martin, president 
E. R. Mashack and Vice-Presi- | 4m N. W. Ayer & Sons, Ine., | of the company. The two-day 
dent H. E. Masback. | Philadelphia, Pa. advertising | | convention was devoted to a 
Under this plan, the New York | agency, addressed the November | thorough review of the complete 
Evening Journal will carry a Red | 22 meeting of the New York | Lucas line with reference to im- 
Ree  aiatiniens say | Varnish & Lacquer Asso- | | provements due to the creation 
Wedecedey aight. These ads | Cition, held at the Hotel New | | of new paint ingredients. 
will fecause come pegeles herd Yorker, 8th Ave. and W. 34th St., FR Kem h | Following a banquet at the 
ware item priced competitively New York City. The Executive's Bi eFios ne ive a of | Benjamin Franklin Hotel, Phila- 
to the consumer and hearing the | Job in A Sales Campaign” was Fer ore alae gel a €| delphia, the spring advertising 
Red Diamond brand. Participat- | Mr. _Dunning’s — He em- ioc _ ees of the West: | and merchandising campaign was 
ing retailers have been furnished phasized the educational value of | ™8ouse Hlectric & Mfg. Co., presented. Frank F. Whittam, 
sali, an aitenatten..dadaleiand advertising, and declared that | “4 announced in the Nov. 22/ |e ocral sales manager, spoke on 
bearing an aes 1 1 oF hago every governmental activity to- | 'SUe of Harpware Ace. Unfor-|) ‘iti . st for in- 
: g the same insignia and| yoo. ‘alte, cele tunately the photo shown with | Re poseilies new agen Sar te W 
will be- furnished with related | “2> *°™s ‘ prophesy gre a a : | creased paint sales because of 
~ Me kom portunity for the sale of paint. this announcement was that of =, $2 
price tags, display cards, etc., to . EH ; A. A. Who. Generel Slectsi | provisions of the Federal Hous- 
help tie in with the newspaper |, 9 on™ Paint Recovery C ? “Mr Koh eee | ing Act. po 
message. Board, reported that no code sone r. Kohnstamm bears ~ i : ca 
It is the purpose of this activ- violations had lately been called striking resemblance to Mr. | 
ity to place Masback customers | '° his attention. M. J. Merkin, | Uhalt, as our readers will agree,! © CENTRAL N. Y. ASSN. in 
in competition with chain and morkin —_ a> eae ne air ies to the error in our) HEARS FHA LECTURE : 
mailorder stores seling hard | tien ofthe Trade Sale| Print shops Members of the Ceateal New : 
York pall gh gestae wna a had an uphill climb. Mr. Merkin | N. Y. HOUSEWARES CLUB | York Hardware Association met os 
necessary publicity vehicle for told of aecistenee te the city in | FLANS INAUGURAL BALL ae a os = saerg es . 
keeping the public informed, it the revision of paint specifica: | Harry R. Tyler, Frederick ee a ry 
being recognized that ability to |?" | Loeser & Co., Inc., Brooklyn, a = — co 0 . 
meet price competition is futile KG | N. Y., president The Housewares Federal Housing Administration's of 
without some means of telling !DAHO DEALERS TO MEET | Club of New York, has an-| 2¢tvities as a means of promot- 
the consumer about values IN BOISE, JAN. 22, 23 nounced that the organization’s | "8 the sale of hardware, pam Pl 
offered. an ae ; | first annual inaugural ball will | 294 allied lines was emphasized 
: nvention of the | ‘ . . 
Dealers will be urged to take | {daho Retail Hardware & Im. | Pe held Saturday, Feb. 23, at the| in an illustrated lecture, suppic- 
full advantage of the Red Dia- plement Dealers’ Association will | Hotel Pennsylvania, New York| mented by an address by G. , 
aig epee — win- | he held at Beice, Idaho, leueesy | City. | Franklin Wallace. , 
dow and store displays ot owing | 22 and 23. E. E. Lucas, secre- an 
fered in cartwat, sds on, which | 17,0t ine sesciation wakes bis | “BX” CARLE CONNECTION FOR REFRICERATORS r 
they will be informed in advance. | ie. Secon Wash wns % ENABLES THEIR QUALIFICATION FOR FHA LOANS i 
The ads show illustrations, price | in Although the Federal Housing} obtained informal opinion from n 
st Se sane mir Bet | wate vines ststate | emer = eee eee, 
s ‘ : sing equip 
will be furnished dealers in ad- DISCUSS ATTENDANCE | cable to permanently attach elec-| ment which may be financed 0 
vance for pasting on window The North Jersey Hardware & | trical refrigerators to wiring sys-| through the Modernization Credit a 
cards and on the window glass | Supply Association met on | tems to make units so attached} Plan of the Better Housing Pro- N 
the week of the advertisement. November 22 at the store of Wil- | eligible for loans under the Na-| gram are available from the Fed- P 
Jack Weingarten, advertising | liam Ludwig, Teaneck, N. J. tional Housing Act the FHA|eral Housing Administration, 
expert, spoke briefly on the re- | Demarest Romaine, president of | Legal Division has informally | Washington, D, C. These bulle- a 
search and planning which lead | the association, presided at the | held that such permanent con-| tins list items which may and P 
to the proposed advertising ar- | meeting which was devoted to nection brings such units within | those which may not be financed k 
rangement and each depart- | informal discussion. Suggestions the provisions of the Housing| under the Housing Act. The list 7 
mental buyer told of new lines, | were offered regarding improve- | Act. L. W. Moffett, Washington | was published in Harpware AcE, I 
price changes and other factors | ment of attendance at meetings. | Correspondent, Harpware Ace, | Sept. 13, page 54. ( 
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LD R. S. CORNELL HEADS 

IN WELFARE DRIVE GROUP 

John R. S. Cornell, Stanley Works, 

phia, New York City office, has again | 

et in accepted the chairmanship of | 

neral the General Hardware Division 

nven- of the Commerce and Industry 

t the Committee in the Citizens Family 

T all 

iged. 

rade 

into 

sing 

resi- 

| the 

ram 

dent 

-day 

0 a 

lete 

im- 

tion 

the 

hila- 

sing 

was 

tam, 

R. 8S. CORNELL 

> on 

- in- 

ef Welfare Committee campaign for 
$2,000,000, to aid private home 

ous- soph 
welfare agency activities. The 
campaign opened Nov. 19. 

Associated with Mr. Cornell 

in the solicitation of funds will 

P be a group of leading representa- 
tives of the hardware trade. The 

New committee is one of 80 similar 

met organizations of business, profes- 

lass sional and philanthropic Jeaders 

mer making up the Commerce and In- 

The dustry committee under direction 

on’s of Myron C. Taylor, chairman. 

not- bo. 

aint 

all PEASLEE-GAULBERT CORP. 

ple- TO MOVE ITS OFFICES 

G. Peaslee-Gaulbert Corp., Louis- 
ville, Ky., wholesale hardware 
distributors, has purchased prop- 
erty adjoining its Louisville ware- 
house. Several floors of the ad- 

NS joining building will be re- 

om modeled for offices and display 
rooms, which will be occupied on 

Lip- and after Jan. 1, 1935. The new 

ced offices will be located at 15th 

dit and Lytle Sts., adjoining the W. 

ro- Main St. property of the com- 

‘ed- pany. 

on, Peaslee-Gaulbert Corp. has in 

lle- addition to its Louisville offices, 

ind plant and display rooms branch 

ced houses in Atlanta, Ga.; Dallas, 

list Tex.; San Antonio, Tex.; 

GE, Houston, Tex.; Oklahoma City, 
Okla.; and Jacksonville, Fla. 
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Gross sales in 1934 over $1,000,000 greater than? 


in 1933 





The management of the Sim- 
Hardware Company, the 
Enders Razor Company and the 
City Paint and Color 


| Company, all of St. Louis, Mo., 


will be continued under the direc- | 


| tion of the reorganization com- 


| sociated Simmons Companies at 


mittee which purchased the As- 


public sale, Nov. 27. The pur- 
chasers represented holders of a 


| majority of the defaulted gold 
| notes in the Associated Simmons 


Companies. 

The sale price, $2,260,000, was 
$10,000 higher than the last bid | 
put in by representatives of the | 
Shapleigh Hardware Company, | 
the only other bidder for the 
properties at the sale. The bid- 
ding was started by the reorgani- | 
zation committee at $1,700,000. 
Successively higher bids were 
made until the Shapleigh inter- | 
ests dropped out at the $2,250,- | 


| 000 mark. 


According to L. E. Crandall, 
who has been acting president in 


| charge of management of the As- 


| rectors, 





sociated Simmons Companies un- 
der a trusteeship, the sale now 
makes it possible for the pur- 
chasing committee to reorganize 
the Simmons Hardware Company 
as a Missouri corporation, con- 
trolled by a St. Louis board of di- 
the same basis upon | 
which the company was origi- 
nally founded in 1864, and made 
successful by the late E. C. Sim- 
mons. 

The attorneys for the purchas- 
ing committee stated that the 
sale and reorganization will mean 
the perpetuation of one of the 
oldest companies in the American 
hardware business. One of the | 
first steps of the reorganization 
committee, according to the at- 
torneys, will be the election of | 
L. E. Crandall as president of the 
newly reorganized company. 

Robert Burnett, speaking for 
the committee’s attorneys, said 
that the trustees were to be con- 
gratulated on their management 
of the business during the period 
following a suit for receiver in | 
1932. “Gross sales for the first | 
ten months of this year are more ! 





than $1,000,000 above the same 
period of 1933,” he said, “and the 


reorganized company will be in a | 


position to redevelop the business 





L, E. CRANDALL 


more intensively under its more | 
centralized management, and un- | 
| der the stimulating influence of 
| the improving conditions of busi- 


ness generally.” 


PITTSBURGH DEALERS 

SEE TALKING PICTURE 

There were sixty-five members 
and guests present at the No- 
vember 23 meeting of the Pitts- 
burgh Retail Hardware Dealers 
Association heid at the Fort Pitt 
Hotel, Pittsburgh, Pa. Mr. Elia- 
C. Johnson & Son Co., 
Racine, Wis., exhibited a talking 
picture on auto cleaners, polish 
and wax. New patterns of alumi- 
num utensils 


son, S. 


cooking were 


| shown by A. G. Pratt, Aluminum 


Goods Mfg. Co., Manitowoc, Wis. 
President Frank A. Hegner con- 
ducted the meeting. 

RETAIL STORES MUST 
POST OVERTIME ORDER 


Members of the retail trade 
whe take advantage of the per- 
mission for additional overtime 
granted by Administrative Order 
60-251 must post the order in a 
conspicuous place, where it can 
be seen by all employees con- 
cerned, the NRA has announced. 

The order granted a limited 





‘Simmons Hardware Co. and Subsidiaries Sold 


L. E. Crandall to Head Reorganized Concern 


stay of two provisions of the re- 
tail code until January 1, to per- 
mit an additional eight hours 
weekly overtime for skilled pack- 
ers and alteration hands in cases 
| of emergency during the holiday 
| season. It required overtime pay 
| of one and one-third the regular 
|rate for the additional eight 
hours. 


WESTINGHOUSE PRO- 

MOTES BROADBENT, 
ATWATER 

Harold S. Broadbent, former 

| manager, Commercial Engineer- 

been 


| ing Department, has ap- 
| pointed assistant to the vice- 


president of the Westinghouse 
Lamp Co., Bloomfield, N. J., ac- 
cording to an announcement by 
| David S. Youngholm, vice-presi- 
dent and general manager. Fol- 
lowing graduation from college 
Mr. Broadbent spent three years 
in public utility work and a year 
in civil engineering. He joined 
Westinghouse in 1921] as a lamp 
development engineer. Later he 
was transferred to the 
mercial engineering department, 
where he was given the responsi- 
bility of supervising all policies 
of lamp design. As a commer- 
gial engineer he traveled and 
consulted in the interest of light- 


com- 


ing for Westinghouse. 

D. W. Atwater, formerly assis- 
tant to Mr. Broadbent, has been 
appointed manager of the Com- 
mercial Engineering Department. 
Following graduation from col- 
lege and after the World War he 
joined the department as an 
illuminating engineer. For a 
number of years he cooperated 
in the design of all important 
Westinghouse lighting installa- 
tions. Included among these are 
the Holland Tunnel, Sesqui-Cen- 
tennial Exposition in Philadel- 
phia, the Lighting Institute of 
| the Electrical Association of New 

York in Grand Central Palace. 
More recently he was a member 
of the committee on lighting 
| which devised the night-time 
effects for A Century of Progress 
in Chicago. He is now serving 
|his third year as general secre- 
| tary of the Illuminating Society. 
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Hardware Briefs | 





MICHIGAN 


August Jochen has assumed 
full ownership of the Jochen & 
Aker Hardware store in Sagi- 
naw, Mich., and is now operat- 
ing under the name of Jochen 
Hardware Co. The store is be- 
ing redecorated and a larger line 
of merchandise is being handled. 





MASSACHUSETTS 
The Lepper Hardware & Paint 
Co., Pleasant and Park Sts., At- 
tleboro, Mass., recently opened 
for business. John E. Lepper is 
proprietor. 





KANSAS 
The James Kilgore hardware 
stock has been moved from 
Princeton, Kan., to Ottawa, Kan.., 
where the business is being con- 
ducted under the name of Kil- 
gore Cash Hardware. 





Charles Jessup, for fifteen 
years an employee of the Gaunt 
Hardware store, Alton, Kan., has 
purchased the business. 

The Scandia Hardware Co.. 
Scandia, Kan., has moved into 
the Gunter Building, which was 
recently remodeled. 





NEW YORK 
George C. Rubino, Brooklyn, 
N. Y., hardware dealer for more 
than forty years recently retired 
from business. 





The business of the Weingart 
Hardware Co., Dunkirk, N. Y., 
was recently incorporated as 
Dunkirk Hardware Co., Inc. The 
store is located at 311 Central 
Ave. 





J. V. Vrooman’s Sons’ Co., 
Schenectady, N. Y., has moved 
to smaller quarters at 226 S. 
Ferry St. Only a small assort- 
ment of hardware is being car- 
ried, the majority of it having 
been disposed of before moving. 
Attention will be turned chiefly 
to tinsmithing, plumbing, steam- 
fitting, stove repairs and heating 
equipment. The business was 


founded in 1854. 





TEXAS 

Floyd Thomas has purchased 
the interest of Mrs. Mae Masters 
in the firm of Masters & Thomas, 
Mt. Pleasant, Tex., hardware 
dealers, and has assumed full 
control of the hardware, furni- 
ture and undertaking business. 
The business is now operating 
as Floyd Thomas Hardware 





Store. 
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OBITUARY 


A. C. Albrecht Died November 16, 
Was President, North Bros. Mfg. Co. 


dent of North Bros. Mfg. Co., 
Philadelphia, Pa., died November 
19 following an jllness of three 
weeks. For more than 60 years 
he had been identified with that 
company and its predecessors 
and enjoyed a very wide circle 
of friends in the hardware manu- 
facturing and wholesale hard- 
ware business. For many years 





ANTONIUS C. ALBRECHT 


he attended major trade conven- 
tions in company with Mrs. Al- 
hrecht who survives him. 

Active in the business until 
the time of his fatal illness, Mr. 
Albrecht was a prime factor in 
its development and growth. His 
passing is a distinct loss to the 
hardware industry in which he 
served so many years. To his 
former business associates the 
loss is a great one, for his un- 
failing kindness, thoughtfulness 
and consideration for others en- 
deared him to all with whom he 
came in contact. 

He was associated for several 
years with the American Ma- 
chine Co., Philadelphia, Pa., 
which was purchased in 1891 by 
the North Bros. Mfg. Co. Mr. 
Albrecht then went with -North 
Bros. Mfg. Co., becoming secre- 
tary of that organization. Later 
he was elected vice-president and 
in 1925 became president, which 
office he held at the time of his 
death. Mr. Albrecht was active 
in church affairs. 

Mrs. Albrecht, a daughter, 
Mrs. Albert K. Ludy, and four 
sons: H. Carl, Emil R., Gilbert 
P. and Otto E. Albrecht survive. 


ALBERT McLACHLIN 


Albert McLachlin, president, 
F. T. Blish Hardware Co., Man- 
chester, Conn., died November 16 
at his home in that city after 
an illness of over a year. While 











Antonius C. Albrecht, 77, presi-© 


a bey in school he worked part 
time for the Blish store and later 
continued with the business until 
its sale and incorporation. He 
engaged in the hardware busi- 
ness in his own name for a time. 
Later he returned to the Blish 
company of which he became 
president in 1925. 


WILLIAM F. BRACY 


William Frederick Bracy, 64. | 


who retired a year ago as presi- 
dent of the Bracy Bros. Hard- 
ware Co., Little Rock, Ark., died 


recently. As a young man he was | 


employed by Fones Bros. Hard- 





WILLIAM F. BRACY 


ware Co., wholesale distributors. 
Later he was one of the or- 
ganizers of the Bracy & Sanders 
Hardware Co., which he left to 
organize the Bracy Bros. Co., of 
which he was president for 20 
years. Mrs. Bracy and _ three 
brothers—Sam V., Eugene and 
Junius Bracy are among his 
survivors. 


THOMAS C. MONTGOMERY 


Thomas Chester Montgomery, 
67, Harrington & Richardson Co., 
Worcester, Mass., died Nov. 24. 
In 1892 he joined Simmons Hard- 
ware Co., St. Louis, Mo., whole- 
sale hardware distributors, from 
which organization he went to 
LeFever Arms Co., Syracuse, N. 
Y., in 1907. Two years later he 
went with J. Stevens Arms Co., 
Chicopee, Mass., remaining there 
until 1921, when he took a posi- 
tion with Harrington & Richard- 
son Co. 

Mrs. Montgomery and a daugh- 
ter survive. 











SAMUEL F. PRYOR - 


Samuel F. Pryor, 69, former 
chairman of the executive com- 
mittee of the Remington Arms 
Co., Inc., Bridgeport, Conn., died 
Nov. 17 at his home in Green- 
wich, Conn. From 1914 to 1933 
he was affiliated with the Rem- 
ington Arms Co., Inc., and had 
served as vice-president and gen- 
eral manager of the Remington 
Arms-Union Metallic Cartridge 
Companies. He retired from 
active business in 1933. He had 
been a director in the Air Re- 
duction Co., the American Brake 
Shoe & Foundry Co., and the 
Shell Union Oil Corp. of New 
York. 


—— 


L. A. ZUMWALT 


Lon A. Zumwalt, 61, Ash 
Grove, Mo., hardware dealer, 
died Nov. 11 at his home in that 
town. 


ALPHEUS E. RANKIN 


Alpheus E. Rankin, 83, died 
Nov. 16 at his home in Fayette- 
ville, N. C. For 58 years he was 
active head of A. E. Rankin & 
Co., which he found in 1875 with 
his uncle, S. C. Rankin. Mrs. 
Rankin and six children survive. 


G. F. SCHAFER 


G. F. Schafer, 80, formerly 4 
member of Hessler & Schafer, 
hardware dealers, died recently 
after a long illness. At one time 
he operated his own hardware 
store, retiring from business in 


1900. 





ELIJAH WHITFIELD 


Elijah Whitfield, 56, president 
and general manager, Jonesboro 
Hardware Co., Jonesboro, Ark., 
died recently at his home in that 
city, after several months of ill 
health. He had been president 
and general manager of the 
Jonesboro Hardware Co. since 


1919. 


GEORGE F. FISHER 


George F. Fisher, 70, retired 
executive of the Grasselli Chem- 
ical Co., Cleveland, Ohio, died 
Nov. 21 at his home. Ill health 
led to his resignation as vice 
president of the Grasselli com- 
pany in 1929. 


GEORGE F. DEARDORF 


George Francis Deardorf, 74, 
Dover, Ohio, hardware dealer for 
more than fifty years died 
November 21. 


HARDWARE AGE 
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Ong of the biggest outlets for sheets is for roof- 
ing. Enterprising hardware dealers get some of 
their best sales leads for sheets by simply keep- 
ing an eye peeled while driving through the coun- 
tryside. New construction or roofs that need 
replacement are invitations to go in and sell 
sheets. The dealer who handles Beth-Cu-Loy 
copper-bearing sheets has a powerful lever to use 
on the prospect. 

Beth-Cu-Loy Sheets are superior in rust-resist- 














New construction is the best of all invitations to make 
a sale of sheets. 
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to sell BETH-CU-LOY ~~. 


ance, yet low in cost. In a series of atmospheric- 
exposure tests, the American Society for Testing 
Materials determined that copper-bearing steel, 
the material of which Beth-Cu-Loy Sheets are 
made, is unequaled in the whole range of com- 
mercial irons and steels in its power to resist rust. 
Yet they can be sold at a price only slightly higher 
than must be charged for just ordinary galva- 
nized roofing, or other sheets. 

Ask your jobber about Beth-Cu-Loy Sheets. 
He can supply Beth-Cu-Loy promptly in both 
flat and corrugated galvanized sheets, and also 
V-crimped and Roll-Roofing. 


BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincin- 
nati, Cleveland, Dallas, Detroit, Houston, Indianapolis, Milwaukee, New York, 


Philadelphia, Pittsburgh, St. Louis, St. Paul, Washington, Wilkes- 
ETHLEHEy Barre, York. Pacific Coast Distributor: Pacific Coast Steel Corpora- 
4 iaae tion, San Francisco, Seattle, Los Angeles, Portland and Honolulu. 


a Export Distributor: Bethlehem Steel Export Corporation, New York. 
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PLAQUE AWARD FOR G.E.) 
MAZDA LAMP DEALERS | 


The Nela Park Better Mer- 
chandising Award, a handsome 
metal plaque, is offered by Gen- 
eral Electric Co., Nela Park, 


MEN HOLD CLAM BAKE 


The Nov. 14 meeting of the 
Rochester Hardware Association, 
Rochester, N. Y., was in the form 


of a clam bake, which was well 
attended. There was also a busi- 
ness session. 


Cleveland, Ohio, to lamp agents 
doing an 


outstanding job of 


| ——_—_ 


™ | WOOSTER BRUSH HOST 
| TO ALLIED STORES 


Forty-seven members of the 
Allied Hardware Stores Group. 
Akron, Ohio, met in the banquet 
|room of the Mayflower Hotel, 
Akron, November 23, as guests 
of The Wooster Brush Co., Woos- 
ter, Ohio. A feature of the eve- 
ning was a motion picture show- 
ing the manufacture of paint and 
varnish brushes. W. H. Mills, 
| The Wooster Brush Co., was in 
| charge of the meeting. Don J. 
Foss, general manager, and Cliff 
P. Foss, general sales manager, 
| also addressed the meeting. Ex- 
| hibits were shown of Wooster 
construction features, bristle in 
its raw state, and there was a dis- 
play of the company’s line. 
After the meeting a buffet sup- 
per was served. 





Mazda lamp merchandising. The 
plaque—made of chromium 
plated brass—etched and enam- 
eled in blue and black is 
mounted on a well-finished block | 
of selected wood. Its dimensions | 
are 8% x 5% in. 

It is expected that thousands 
of these plaques will be won as 
the principal award in the G.E. 


NATIONAL PAINT ASSN. 
MEETS IN WASHINGTON | 


The recent annual convention 
of the National Paint, Varnish | 
zs a “i & Lacquer Association, held in 
Pull ’Em In” contest, a two Washington, D. C., was well at- 
months’ merchandising activity tended. Ernest T. Trigg, presi- 
conducted during the months of | gent of the association, who was 
October and November. Window | elected to that office at the 1933 
display and outside selling of | convention for a three-year term, 
Mazda lamps were the principal Charles J. Roh, Mur- 
objectives. 





presided. 


phy Varnish Co., Newark, N. J., 








The holiday display of wheel goods arranged by H. Coleman & Sons, 

1319 Seventh St., N. W., Washington, D. C., is novel, effective and well 

adapted for use in the average sized store. The posts around the island 

display are weatherstrip cartons, covered with red crepe paper. Braided 

red and green crepe paper rope is used between the posts, while varied 

colored lamps, on the top of each post, also contribute to the display’s 
attention getting qualities. 
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ROCHESTER HARDWARE * | 


| lowing were elected regional vice 





| Co., Cleveland, 


| chairman of the Federal 


was reelected treasurer. The fol- 


presidents: R. H. Oakley, Oakley 
Paint Co., Los Angeles, Calif., 
western; Wilbur L. Rice, U. S. 
Gutta Percha Paint Co., Provi- 
dence, R. I., New England; 
James S. Wolf, Standard Varnish 


| Works, New York City, eastern; 


Dwight P. Joyce, The Glidden 
Ohio, central 
zone, and D. C. Burnham, Pitts- 
burgh Plate Glass Co., Atlanta, 
Ga., southern. Wallace F. Ben- 
nett, Bennett Glass & Paint Co.. 





Salt Lake City, Utah, was elected | 


vice president. 
Donald R. Richberg, executive 


director, National Emergency 


Council, held that NRA is gain- | 


ing in significance all the time 
and that compliance is becoming 
more effective. John B. Fahey. 
Home 
Loan Bank Board, discussed 
HOLC activities and lauded 
Clean Up and Paint Up cam- 
paigns. Hon. H. I. Harriman, 
president, Chamber of Commerce 


of the U. S., 


spoke on “Unem.- | 


ployment Relief and Housing.” | 


Albert L. Deane, assistant ad- 


ministrator, FHA, showed that | 


individual initiative is needed to 
fully capitalize on the possibili- 
tes of FHA loans. Mr. Trigg 
spoke on “The Code As It Af- 
fects the Production Man.” 
DOLAN PROMOTED BY 
PECK, STOW & WILCOX 


John F. Dolan, Cleveland, 
Ohio, has been promoted to the 
position of assistant sales man- 
ager of the tools and hardware 
division of the Peck, Stow & Wil- 
cox Co., Southington, Conn. He 
will continue soliciting business 
personally, in addition to the du- 
ties of his added responsibility. 
Mr. Dolan has been with the 
Pexto, organization since 1910. 





WOOSTER BRUSH PEOPLE 
HOLD GET-TOGETHER 


Employees of The Wooster 
Brush Co., Wooster, Ohio, their 
families and friends, numbering 
one hundred and eighty, held a 
get-together party at Weitzel’s 
Hall, Wooster, November 23. 
Mr. and Mrs. W. R. Foss, showed 
pictures of their recent trip to 
England and Scotland. Read- 
ings, song ard dance numbers, 
cards and dancing were later en- 





joyed by the employees and 
guests. 

H. S. Hambleton, Whitten, 
Iowa, hardware dealer, has 


added a grocery stock to his 
store, 





Strock Hardware Co., Jeffer- 
son, Iowa, has installed a new 


| store front. 


E. R. MASBACK TALKS TO 
BOOSTERS ON NRA CODE 


E. R. Masback, president, 
Masback Hardware Co., New 
York City, wholesale hardware 
distributors, addressed the No- 
vember 24 meeting of the Hard- 
ware Boosters, held at the Hard- 
ware Club, on the subject, “What 
Effect Will the Code Have on 
Hardware Distribution?” Mr. 
Masback held that proper work- 





E. R. MASBACK 


ing of the differential clause in 
the code would give protection 
to retailers but said that he was 


| still waiting to see it effective. 








It would put the wholesale dis- 
tributor in position to buy at a 
price enabling independent re- 
tailers to meet price competition, 
he said. The hardware store, he 
declared, must not only be a 
pleasant place in which to trade 
but must be in position to meet 
prices. He reviewed competition 
faced by hardware dealers dur- 
ing his own business career. Mr. 
Masback was made an honorary 
life member of the organization. 

Charles J. Heale, editor, Harp- 
WARE AGE, said that wages, hours 
and anti-child labor provisions 
of NRA were here to stay but 
that trade practices may be main- 
tained by industry action with- 
out the codes. He believed that 
anti-trust legislation would be 
modified. Mr. Heale said that 
we can’t say NRA isn’t any good 
if we do not use it, and em- 
phasized that while it is pos- 
sible to transfer the wholesale 
function its cost cannot be 
eliminated. 

The new Booster “HB” mono- 
gram emblem was distributed to 
members. Roy Schmidt, Stanley 
Rule & Level Plant, chairman of 
the entertainment committee, 
briefly outlined plans for the an- 
nual Christmas Party to be held 
Dec. 15 at the Hardware Club. 
E. R. Sandiford, HARpware ACE, 
president of the Boosters, con- 
ducted the meeting. 
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What every merchant should know 

















HE “Big Bertha” of advertising is THE 

AMERICAN WEEKLY. It’s bigger in size—big- 
ger in circulation—bigger in selling power than 
any other magazine on earth. More than 5 mil- 
lion families comprising 20 million people read its 
interest-filled pages every week—twice as many 
as read any other magazine. That means it will 
do twice as good a selling job for you if you stock, 
display and feature the products advertised in 
its powerful pages. 




















The huaiatnan Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 
In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 
sex LA\Y/EEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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By RICHARD KOZELKA 


Son of Chicago hardware merchant writes interest- 
ing informal account of his study of French business 


methods, particularly the retail hardware business. 


eign country are interesting to 

a Chicago hardwareman, per- 
haps the hardware needs of the 
French retail customer are also of 
some interest. The following notes 
are offered, as in the previous article, 
merely as observations, not as gen- 
eralizations, made during a summer 
spent in the tourist center and man- 
ufacturing city of Grenoble, in south- 
eastern France. 

The tools used by French work- 
men in building and repair work 
would hardly satisfy the American 
carpenter and bricklayer. For open 
work, the carpenter uses buck saws, 
which come in various sizes and 
tooth settings, with cord adjustments 
instead of the U. S. turnbuckle type. 
Only in awkward places does the 
French workman use a compass saw 
or a small 20 in. hand saw of the 
American type. The planes are of 
the wood block type, with wood 
wedge. Chisels are like our own, 
but not as highly finished. There 
are ratchet braces to be had, but one 
sees more of the braces with merely a 
thumb screw at the chuck to hold the 
bit. Combination pliers are not com- 
mon. Carpenters’ pincers are car- 
penters’ pincers, several sizes in 
every kit, because the hammer is like 
the American tinners’ hammer, with 
a short handle, and ordinarily with- 
out aclaw. The mason’s trowel is as 


7. the retailing customs of a for- 


Epitor’s Note: Mr. Kozelka, Professor 
of Economics, University of Minnesota, 
is making an analysis of European econo- 
mic conditions. He is the son of Frank 
Kozelka, Chicago hardware merchant, 
past president and incumbent chairman 
of the Chicago Retail Hardware Asso- 
ciation, for whom this story was written. 
It is reprinted from the Hardware Level, 
published by that Association for its 
members. Prof. Kozelka was brought up 
in his father’s hardware store. He prom- 
ises subsequent articles from France 


and other European countries, written 
with an equal knowledge of the American 
hardware dealer’s interests. 
second article. 


This is the 
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large as the American type, but with 
a square, or a round, blunt point. 

Builders’ hardware is more con- 
spicuous than in America. The door 
knob is enlarged, beautified, and pol- 
ished, and then placed in the middle 
of the door, as befits its grandeur, 
instead of at the edge. It is at least 
three inches in diameter, with a 
fancy round escutcheon, polished 
daily. The knob is connected to the 
lock on the inside surface of the 
door by a system of long levers. 
The lock has a double-throw bolt in 
addition to the spring latch, and may 
be assisted by as many as three addi- 
tional double-throw dead bolt rim 
locks along the edge of the door. 
The inside doors are usually fitted 
with rim locks. The windows are 
all side-hung sash of the French 
door type, with the surface hard- 
ware familiar to all U. S. hard- 
waremen who have had to furnish 
the hardware in modern bunga- 
lows. Because of the type of window, 
the American type of window shades 
is unknown, and privacy is obtained 
by wooden or steel blinds. In some 
cases, a pair of half-opened blinds 
is painted on the smooth stucco wall 
to give artistic balance to a real 
pair which had to be installed near 
one corner. The roofing business is 
practically 100 per cent in the hands 
of the tile roofer. Window glass sold 
by the hardwareman must meet the 
competition of the wandering glazier 
who walks the streets with six or 
seven lights of assorted sizes in a 
carrier strapped to his back and cries 
his wares. 

Plumbing fixtures are very similar 
to those used in the U. S., with the 
addition of a sitz bath, a necessity 
in every home. The kitchen sink 
drains directly into the outside down- 











Some Hardware Items In Southern France 


spout, which is heavier than the 
American corrugated pipe and the 
downspout empties into the street 
at the curb, since most French houses 
line the streets instead of being set 
back. Clothes are washed in the 
cold water of the deep, square ce- 
ment tubs at the public fountain if 
one is poor, and in cement tubs in 
one’s own back yard if one is not 
so poor. The wide, flat, half-sub- 
merged board on which the clothes 
are soaped and slapped takes the 
place of the electric washer. Central 
heating uses smaller furnaces than in 
America because 60 deg. to 65 deg. 
is a satisfactory inside temperature. 
The stores sell briquette and small 
bundles of wood chips for starting 
fires in the cook stoves. In this 
region of abundant water-power, 
electricity is widely used for lighting 
but electrical appliances are still un- 
common. Electric fixtures are not 
very substantially built and _ the 
house-wiring would have difficulty in 
passing inspection in most American 
cities. Light wire is used with little 
insulation along ceilings and walls. 

Kitchen utensils of aluminum and 
enameled ware have largely dis- 
placed the copper ware. The pol- 
ished copper pots and kettles make 
a colorful spot on the walls of old 
kitchens but they are very heavy, and 
dangerous to use because of copper 
oxide poisoning unless polished fre- 
quently and thoroughly which is an 
expensive process since the war. 
There is a great variety of tin baking 
dishes and an assortment of French 
slicers in every home. Table cut- 
lery is much the same as in America, 
except that there is more of it, due 
to the many courses in a French din- 
ner. And in France, a dessert spoon 
is a desert spoon, not a polite soup 
spoon. 

The French love flowers and every 
open space back of each house is 
intensively cultivated. If space per- 
mits, vegetables are raised for the 
table. Small garden tools similar 
to American tools are seen in all the 
stores. This being a fruit and vine 
country, pruning shears of all sizes 

(Continued on page 84) 
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OF COURSE, we take it 
for granted...... 


that you are interested in any line that will help 
you make more sales and more profit. And there 
is no better field for increased sales than in selling 
heating appliances, for they are a necessity in every 
home. But be sure to select an appliance that has 
unusual appeal and one whose superiority can eas- 
ily and definitely be 

demonstrated—such as FP 

the AMericaNn Oil - 
Burning Heater. 


A Revolutionary 
Idea 


The construction of the 
American Oil Burning 
Heater No. 95, illustrated 
on this page, represents a 
revolutionary idea in oil 
heater construction, and 
yet it is built on the same 
tested and tried principles 
which have been used in 
furnace construction for 
many years—principles 
which have made warm air 
heating so satisfactory and | 
economical in millions of | 
homes. | 


“Furnace | 
Efficiency” 

The superiority of this 
heater is best described by 
the words, ‘‘Furnace Effi- 
ciency.’’ Instead of depend- 
ing on a single heating 
drum, this heater also has 
a large radiator. Thus the 
number of square feet of heating surface is increased 
by nearly 50% and the amount of free air area has been 
made larger with the result that this heater gives up to 10 
changes of air an hour, compared with the usual 4 to 5 
changes. 


AMERICAN 
Oil Burning 
HEATER NO. 95 


Unexcelled Fuel Economy 


The white arrows in the illustration show clearly the long 
travel which the hot gases must take before they reach the 
flue. Up through the heater drum, out through the sides, 
next a complete circuit of the radiator, and only then do 
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they escape to the chimney. As a result, the amount of 
heat wasted has been tremendously reduced and marvelous 
fuel economy has been obtained. 


Beauty That Clinches the Sale 


Superiority of construction is only part of your sales story. 
Equally important is the marvelous beauty of this heater. 
It was designed by Walter Dorwin Teague, one of America’s 
most famous industrial designers. Perfect proportions, 
simple lines and gleaming chromium trimmings on a back- 
ground of rich, durable walnut-brown crystalline baked-on 
enamel, make this heater 
a distinctive ornament in 
any home where it is lo- 
cated. 


Ty 





A Complete Line 


The American Line in- 
cludes Blue-Flame Circul- 
ating Heaters, Sun-Flame 
Radiating Heaters and 
Portable Cabinet Heaters. 
The line is complete, en- 
abling you to satisfy any 
prospect, regardless of the 
style or model required. 
Our new Catalog No. 39H 
illustrates t he complete 
line and gives full details. 





Be Ready for the 
First Chilly Days 


Fall weather and chilly 
days are right around the 
corner. Write today for cat- 
alog and dealer price list. 
Get information about the 
many sales helps—displays, 
folders, newspaper ads, etc. 
—that are furnished free 
to every dealer. 

It pays to concentrate on 
the American Line, for the 
margin of profit is such that vou can go after every sale with 
full enthusiasm because you know that the results will re- 
ward every effort you put forth. 


Just ask us to send full details . . . Write to nearest office 


AMERICAN Gas MacuINE Company, INc. 
ALBERT LEA, MINNESOTA 
Branches: 360 Furman Street, Brooklyn, New York 
4242 Hollis Street, Oakland, California 
Manufacturers of a complete line of Liquid Fuel Appliances including 


American Oil Burning Heaters, Kircuznxoox Instant Lighting Kitchen Stoves, 
Kampxoox Camp Stoves and Reavy-Lire Gasoline Lamps and Lanterns. 
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Whats New 


for Retail 


Hardware Stores 


Inconel “Ageless” Screen Cloth 


Made of 80 per cent nickel alloy this 
screen cloth cannot rust, will retain its 
original strength, clear vision and free 
circulation of air and has great corrosion 
resistance and strength, says the maker. 
Made to conform to U. S. Bureau of Stand- 
ards specifications it is offered in 16 and 
18 mesh—all widths in even inches from 
18 to 48 in. Also made in 54, 60, 66 and 
72 in. widths. Dull gun metal finish. Sup- 
plied in standard packages; 100 ft. roll, 
50 ft. roll and 25 ft. roll. Each roll 
shipped in strong fibre carton with con- 
tents plainly marked. The C. O. Jelliff 
Mfg. Corp., Southport, Conn. 





Gardex Plow No. 2006 


Designed and built in principle like a 
horse or tractor-drawn plow the Gardex 
Plow No. 2006 has streamlined “Soil- 
Flow” shape. Drawn through soil with an 
easy pulling motion. Of durable con- 
struction, light weight. Used to open 





seed drills to any desired depth, for cov- 
ering up furrows, for hilling-up corn, po- 
tatoes and other plants in garden and field. 
Complete with 5-in. handle. Gardex, Inc., 


Michigan City, Ind. 





G.E. Lighting Tape Measure 


General Electric’s Lighting Tape Measure 
is a narrow paper strip in scarlet and 
blue, blue printed on buff manila paper and 
designed to prescribe correct bulb sizes for 
easy seeing under various types of floor 
and table lamps at varying distances from 
the bulb sockets. In addition, it gives a 
number of facts taken from research data 
on the Science of Seeing. It is not designed 
to displace the more scientific and exacting 
light-recording instruments available for 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


Rac ce ew tie 














illumination measurement, such as the il- 
luminometer or Sight Meter. It is in the 
nature of a handy recipe by which anyone 
may make certain that the proper sized 
bulbs are used in floor and table lamps. 





The Lighting Tape Measure is priced at 
Mc. in quantity lots. General Electric 
Co., Incandescent Lamp Department, Nela 


Park, Cleveland, Ohio. 


Remington Whittling Set 
Packed In Gift Box 


This Remington Whittiing Set is de- 
signed to fill every requirement of both the 
beginner in whittling and the creative ar- 
tist who expresses his talent in wood. Set 
comprises three quality pocket knives. 
One (R-365) is on large order, having two 
strong, sturdy blades for heavy work. 
R-100A, general purpose knife for moder- 
ately heavy work, is three-bladed—one of 
blades has a good, clean point especially 
useful for “chip carving.” There is a small 
knife for fine work. The maker states that 
all of these knives are of highest quality 
with strong blades having razor-sharp edges. 
With the set, which is packed in an attrac- 





tive gift box, as illustrated, is the booklet 
—“Things to Do with a Pocket Knife”— 
written by E. J. Tangerman, one of the 
country’s authorities on whittling. It is 
profusely illustrated with pictures and 
drawings covering from the simplest to most 
intricate wood carving. Set, complete in 
gift box, lists at $3.25. Remington Arms 
Co., Inc., Bridgeport, Conn. 





Norton Lower Priced 
Screen Door Closer No. 04 


The Norton Model No. 04 Screen Door 
Closer was designed and priced to broaden 
the company’s line and as a companion to 
the senior model Norton No. 4. Has seam- 
less brass tubing cylinder. Spring high 
grade oil tempered, flat rolled wire. The 
maker states that the end brackets are of 
steel to eliminate breakage and that this 
model closes door without noise or jar. 
Norton Door Closer Co., Division of Yale 
& Towne Mfg. Co., 2900-2918 N. Western 
Ave., Chicago, II. 
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DE LAVAL BUSINESS 


IS GOOD and we 
want MORE GOOD 
DEALERS to make it 

BETTER ! 


NE lesson learned from the late depression is the fact that 
the dairy farmer has been in relatively a better position 
financially than any other class of farmers. Checks for 

cream and other dairy products have been a sure, steady and 
most welcome source of income. 








For this reason and the fact that De Laval Separators are 
essential machines, and the best machines, De. Laval business 
has been on relatively a higher level and has recovered quickly. 
“Business is good because we are in a good business.” 


The outlook for the coming year with respect to the sale of 
De Laval Separators and Milkers was never better—and we invite 
progressive merchants who are interested in building on a sound 
basis for the future with essential and quality lines, and who are 
not members of the De Laval family, to consider the addition of 
the De Laval Agency to their business. 


We are proud of our present dealer organization, and particu- 
larly proud of the achievements of De Laval dealers in various 
parts of the country during the depression years. However, there 
is now and always will be a place in the De Laval organization for 
more good, progressive dealers. 


There never was a time in the 57 years of De Laval’s leader- 
ship in the manufacture of cream separators and milkers when 
De Laval had so much to offer its dealers — the best line — the 
broadest line, covering every price class — the greatest prestige — 
the best sales helps, backed by steady and widespread advertising. 


Nor was there ever a better time for a dealer to take on the 
De Laval Agency. A large percentage of the cream separators in 
use today are wasting butterfat and need replacement. De Laval 
Milkers are steadily increasing in use and popularity. The poten- 
tial sales possibilities are enormous. 


If you are interested, please get in touch with our nearest office. 


THE DE LAVAL SEPARATOR COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 








DE LAVAL SEPARATORS 
AND MILKERS FOR 
EVERY NEED AND PURSE 






Golden Series 


The world’s best 
separators— made 
in five sizes. 


Sterling Series 


Exactly like the 
Golden Series ex- 
cept fora few non- 
essentials. Made 
in four sizes. 


Junior Series 
The world’s best 
low priced sepa- 
rators — made 
five sizes. 





Electro Series 


The first all-elec- 
tric cream sepa- 
rators— made in 
three sizes. 








De Laval Magnetic and 
Utility Milkers 


The world’s best milkers. 
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Norton Pike “Quickcut” 
Knife Sharpener Display 


The new counter stand for the Norton 
Pike “Quickcut” Knife Sharpener is deep 
red and black on a canary background, 
with a sales message on the display panel. 





Quick, ea 


Mic, 
ee, 






whew 





\ 
\ 









Originally created for the medium priced 
trade this sharpener has a suggested retail 
selling price of 20c. Behr-Manning Corp., 
Troy, N. Y. 


Westfield Single Bar 
Streamline Bicycle 


Model CM-63 Streamline single bar 
model Westfield bicycle has Clearaway 
hand horn; Torrington No. 6 wide rubber 
pedals with bright parts in Chrome finish. 
Troxel Top Notch saddle. Special decora- 
tions on front fork sides and on seat 
mast tube. Bright stainless steel drop side 
mudguards with strong flat rustproof braces 
riveted on. Chrome plated truss fork rods 
of tubular steel. Westfield superior front 
hub turned from solid steel. Balloon double 
tube low pressure tires. Full chrome plated 
| steel rims. Torrington Motobike bar with up- 





turned extension stem and cross brass. 
Large streamline battery tank. Duckworth 
American chains; Torrington rustproof 
spokes. Has rear ruby reflector, parking 
stand in rustproof finish and necessary 
wrenches. Regular finish, bright red. Other 
colors optional. Model M-23 is similar but 
has E. A. Laboratory electric horn with 
special bracket and Troxel MB No. 2 
saddle. “Rubber mountings” available on 
both models at regular extra charge. The 
Westfield Mfg. Co., Westfield, Mass. 





Kirsch Issues General 
Catalog No. 38 


Kirsch general catalog No. 38 is sub- 
stantially bound in imitation leather cover 
on which is reproduced the company’s new 
modernized trademark design in_ black, 
silver and magenta. Catalog which will fit 
standard size file has the words “Kirsch 
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Drapery Hardware” debossed on backbone 
of binder. Catalog is in sections, e&ch be- 
ing identified with index tab, and binder is 
large enough to permit new sections to be 
added. Catalog is divided into five sec- 
tions, permitting manufacturer to print new 
sections to meet changes from season to 
season. Catalog contains 288 pages. Each 
section is completely cross indexed. Cover 
illustrations for each section are done in 
modern photo illustrative treatment. Price 
list pages are given with the description of 
each item, enabling quick finding of price 
data. Body of price list is attached to 
price list cover with fasteners enabling 
dealer to easily remove body of price list 
or put it back in place. Sales features of 
the different items in the line are clearly 
given. Kirsch Co., Sturgis, Mich. 





Westinghouse Light-O-Graphs 
For Illumination Tests 


For determining lighting intensities, the 
Westinghouse Light-O-Graph comprises a 
piece of extremely sensitive photographic 
paper inclosed in a lightproof envelope. 
Envelope, colored to very definite shade, 





has 10 round apertures through which the 
sensitive paper is exposed to light. Paper 
before exposure is of light color. As it 
is exposed to light, it turns darker. In 2% 
minutes, under proper lighting intensity, 
paper will turn a shade as dark, or darker, 
than color printed on protecting envelope. 
If, however, in 2% minutes the sensitive 
paper is lighter than the protecting en- 
velope, the lighting is not of sufficient in- 
tensity. The housewife, for instance, may 
determine what the lighting conditions are 
at her favorite reading chair, at her writing 
desk, or at her work table in the kitchen. 
Light-O-Graph illustrated. The Light-O- 
Graph may be used alone, but is distrib- 
uted in conjunction with a light analyzer 
which affords the lighting user a further 
check on illumination performance. In the 
light analyzer, a pin is stuck vertically in 
center of circular disk. When placed on 
desk, book or counter, pin throws a shadow 
disclosing whether or not light is coming 
from proper direction. Shadowed areas on 
the disk tell user which direction of light 
is correct. If light comes from right, it 
throws a disturbing shadow on writing 








From the front, light is probably 
glaring into the eyes. Either situation is in- 
correct and harmful to eyes. Coming from 
the left, light properly illuminates desk 
top or reading page. Westinghouse Lamp 
Co., Bloomfield, N. J 


paper. 





Boice-Crane No. 1500 
Tilting Arbor Saw 


The No. 1500 Boice-Crane tilting arbor 
saw employs the belt-drive “tilting arbor” 
principle. Capacity to handle 10-in. di- 
ameter saws to cut a maximum of 3 in. 
deep. One-piece table top permits cross 
cutting 12 in. wide stock without neces- 
sity for adding a front wing or extension. 
Ball crank controls raise, lower and tilt 
arbor and blade, employing universal joint 
in one instance and bevel gears in grease 





packed case in the other. Trunnion mount. 
ing for arbor housing has self cleaning, 
non-clogging feature. There is an ingeni- 
ous method for increasing ripping capacity 
of standard model to 21 in. through use of 
dual calibrated gear rack mounted on 


front of machine. New type miter gage 
has stops for setting to most used angles. 
Double locking ripping fence; grease 
sealed ball bearings. Non-lagging feature 
on ripping fence designed to give accurate 
setting of fence every time upon locking. 
Full line of accessories available for using 
saw. for mortising, drilling, dadoing, rab- 
betting, grooving, moulding, sanding and 
buffing. The company has recently issued 
its silver anniversary catalog and dealers 
net price list on the entire line. W. B. & 
J. E. Boice, 1730 Norwood, Toledo, Ohio. 





No. 590 Corbin 
Lavatory Door Latch 


Of lift-bar type this latch incorporates 
door bumper with rubber tip as compo- 
nent part of mechanism. Bumper projects 
from hub of bar and absorbs shock of im- 
pact when door is swung back against 
partition. Attachment is by through-bolt 
and screws. Approved for government 





building this latch will be for use on bette: 
buildings where lavatories are public or 
semi-public. Cast bronze, polished, fur- 
nished in nickel or chromium plate. 
Plates 2 in. in diameter, length of bar 
3% in.; adjustable for doors 1% in. to 
1% in. thick. P. & F. Corbin, New 


Britain, Conn. 
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New Miami Store for Farrey Co. 


ERE is one of the South’s 
H newest and most up-to-date 

hardware stores—opened re- 
cently at 1682 Alton Road, Miami 
Beach, Fla., by Mrs. J. J. Farrey and 
her three sons. Wide aisles, easily 
accessible merchandise and adequate 
lighting facilities make this store a 
convenient, comfortable and attrac- 
tive one in which to shop. The store 
occupies an “L” shaped structure on 
a lot 65 by 165 feet. 

One entrance opens on a paint and 
allied lines department. Here there 
is considerable floor space for dis- 
playing paints, enamels, varnishes, 
etc., as well as room for sample 
boards and display racks. Smaller 
containers of paints are stored in the 
adjustable shelving, giving the wall 
displays a compact, neat and well 
stocked appearance. Top ledges 
show manufacturers’ display cards, 
mostly for paint, varnish, etc. 

In the hardware and housefurnish- 
ing wing are modern step-up display 
tables finished in light color. Glass- 
ware, cutlery, fishing tackle, . china- 
ware, andirons, oil cans and nu- 
merous sanitary devices for kitchen 
use are neatly displayed. Related 
items are placed in the same sections 
and none of the merchandise is 
crowded. Bulkier and heavier items 


are displayed on top ledges, all parts 


of which are easily available from 
the floor. The balcony, which runs 
around the entire wing, is used for 
builders’ hardware, with offices at 
one end. 

Light colored fixtures, walls and 
ceiling help to make the store very 
bright. In addition to the lighting 
units in the center of the ceiling there 
are harmonizing lights at regular in- 
tervals under the balcony. Large 
windows regularly spaced along the 
balcony give natural illumination. 
The ledges of these windows also pro- 
vide space for filling orders, stacking 
excess stock and other useful pur- 
poses. In the paint department win- 
dows near the ceiling provide natural 
light also. 

Farrey Hardware Co. advertised 
the opening of the new store in a two 
column ad in a local newspaper. The 
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same paper carried a news item call- 
ing attention to the new branch. 
Mrs. Farrey and her three sons 
opened business in a small store at 
606 Collins Ave. in 1923. Three 


| 





years later larger quarters were ob- 
tained at 668 Collins Ave. That 
store, which is now managed by 
Frances Farrey, was enlarged to 
twice its original size in 1928. 


Farrey Hardware Co., Miami, Fla., recently moved into this new store especially 
designed for it. 
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“Sav-A-Chair” Rung Fastener 


The “Sav-A-Chair” Rung Fastener is 
for repairing all types of chairs, tables, 
beds, etc., with rungs. To insert fastener, 
end of rung should be shaved slightly, 
fastener placed on and rung forced back 
into hole. Packed four on a card which 





shows method of application and gives 
directions for use of fastener. List price 
10c. per card of four. Dealer cost $8.64 
for gross of cards. Nell Fulton, 125 W. 
Thirty-third St., New York City. 





“Spring-Action” Safety Plug 

This plug for lamps and electrical ap- 
pliances has blades which incorporate the 
principle of flexible spring-action. De- 
signed to fit securely in all convenience 





outlets, worn or new. The maker states 
that it will not fall out of ceiling outlets, 
that it makes a perfect contact at all times. 
Allied Mercantile Co., 11-15 E. Runyon St., 
Newark, N. J. 


i 


Telechron Offers 
Children’s. Clocks 


Designed to harmonize with the decora- 
tive scheme of the typical nursery, “Smug” 
and “Quacker” alarm clocks are in the 
form of rotund ducks with grotesque bills 
and mischievous eye. “Smug” has round 





dial with numerals easy to read. Avail- 
able in three colors—yellow, black or blue. 
List, $5.25. “Quacker,” modeled like 
“Smug” but equipped with an alarm, is 
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offered in the same colors and lists at $6.50. 
“Pharaoh” model, a modernistic clock, is 
in a mahogany “pyramid” case with ver- 
tical side inlays. Polished gold numerals 
on gloss black numeral band border, satin 
gold center. Stands 6% in. high, is 7% in. 
wide and 4 1/16 in. deep. List, $9.95. 
“Attache” model, list $6.75, is an upright 
clock in gold or chrome finished case with 
gold finish numerals on lacquered finish 
metal dial. Warren Telechron Co., Ash- 
land, Mass. 





Linseed Oil Convention Table 
Issued By National Lead Co. 


National Lead has issued a conversion 
table showing prices on Linseed Oil per 
pound unit and equivalent per 74% lb. unit. 
The table also lists special linseed oils, 
carried in stock, ready for delivery. This 
table is in the form of a cutout shaped 
like a Dutch Boy Linseed Oil can. Na- 
tional Lead Co., 111 Broadway, New York 
City. 





McClain Shower Nozzle 


The McClain Shower Nozzle has a wide 
range of uses—for home lawns, flower and 
vegetable gardens, shrubbery, greenhouses, 
golf putting greens, etc. Provides full flow 
of hose at any pressure, with large, fine, 
soft spray for every type of vegetation, 
says the maker. Made in three separate 
removable parts, having cast brass retaining 
ring, cast aluminum back and loose per- 
forated sheet face plate. Hand lugs on 
both back and retaining ring permit nozzle 
to be taken apart quickly and easily for 
cleaning. To meet the various uses of 





nozzle, plates with different size perfora- 
tions are supplied. All parts accurately 
machined and fitted. Three models. “Golf” 
model has one coarse face plate made of 
special copper alloy to withstand corrosive 





action of chemicals. “Home” model has 
one medium brass face plate. “Florist” 
model has two brass face plates, medium 
and fine. Special dealer helps, electros, 
etc., available. McClain Brothers Co., Can- 
ton, Ohio. 





Russell “Hold-Heet” 
Limit-Control 


This limit switch, rated 15 amp., 110 
volts, A. C., may be used for either line 
or low voltage applications. Clamp-on 
type with quick make-and-break action 
controlled by cobalt steel magnet. As a 
hot water limit control for heating plant 
use, switch is clamped to main riser above 
boiler. For direct control of warm air 
furnace fans, switch is clamped to bonnet 
of furnace between warm air pipes. Op- 
erates fan only when there is heat in the 
bonnet. As unit heater control, switch 
is clamped to side of unit heater so fan 





will not operate unless there is heat in 
unit. Switch may be clamped against 
electrically heated hot water tank to con- 
trol temperatures at the point where at- 
tachment is made. Switch is of small, 
neat, compact design and has differential 
of 20 deg. with adjustable range of 100- 
200 deg. F. Switch is a 3-wire device 
so that by selecting proper pair of ter- 
minals it may be used either as a limit 
switch to open circuit on rise in tempera- 
ture or it may be used as control switch 
to close circuit on risé in temperature. 
Russell Electric Co., 378 W. Huron St., 
Chicago, II]. 





Keystone Dado Cutters 


These dado cutters are offered in 4 and 
5¥4 in. sizes. The 4-in. has ¥4-in. hole and 
is supplied in sets comprising six inside 
and two outside cutters. This outfit will 





cut grooves from 1/16 in. to % in. by six- 
teenths. The 51% in. size is a special de- 
sign. Inside cutters cut 1/16 in. while 
outside cutters are 3/32 in. Set will cut 





grooves from 3/32 in. up to 9/16 in. The 
4-in. dado lists at $2.50 per set; the 514-in. 
size for $4.00 per set. Outside and inside 
cutters for each set may also be purchased 
separately—the 4-in. size lists at 60c and 
30c per cutter, respectively, for outside and 


inside cutters; the 514-in. size lists at $1.10 
and 40c, respectively, for outside and in- 
side cutters. Henry Disston & Sons, Inc., 
Philadelphia, Pa. 
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GENUINE 


U.S 


POULTRY 


NETTING 


INDIANA STEEL &~ WIRE CO. 


MUNCIE. INDIANA 


The Most Perfect 
Straight-Line — 
Netting 


Vv U.S. STRAITLOK Poultry Netting—with 
its straight, parallel line wires and its smooth, 
even tension—rolls out flat....stretches per- 
fectly to steel or wood posts....requires no 
top-rail, no baseboard. Its perfect construc- 
tion, its ease of handling, its practical econ- 
omy and its long, satisfactory service, have 
made it the outstanding leader in its field for 
more than a quarter of a century. The only 
netting on the market nationally advertised 
to the consumer, this superior U. S. fabric is 
specified by buyers everywhere for more than 
50 practical uses. 


VU. S. STRAITLOK Poultry Netting is 
furnished in one and two-inch mesh; heights 
12 to 72 inches; galvanized before or after 
weaving. Coupled with U. S. HEXLOX Net- 


ting, it meets every possible trade demand, 
Ask your Jobber or write direct to 


Indiana Steel & Wire Co. 


Muncie, Indiana 


\~wnw/ / 
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Single Stroke 
Lettering 


(Continued from page 46) 


The following sizes in red sable 
brushes are to be recommended: 

One each, Nos. 6, 10 and 12, round 
red sable “Riggers.” 

One each, %-in., 34-in. and 1-in. 
flat single-stroke red sable brushes. 

One two-ounce bottle of each of the 
following show card water colors: 
Black, white, red, green and blue. 

One two-ounce bottle of gloss-black 
for pen lettering. (If this becomes 
too thick add a very little water.) 

One dozen each of Nos. 1, 2, 3 and 
4, round writing or lettering pen 
points (these pen points will fit in 
ordinary pen holder), one small 
piece of art gum (a specially pre- 
pared composition for erasing dirt 
or lead pencil marks from cardboard 
or other surfaces). 

With some paper to practise on, a 
yard stick, or some straight-edge of 
some kind to rule with, the beginner 
is now equipped to make his first at- 
tempt at show card writing. 


How to Hold the Brush 


Hold the brush in the same man- 
ner as you would an ordinary pencil 
(just imagine you have a lead pencil 
in your hand instead of a lettering 
brush). If the beginner finds his 
hand shakes too much, as it is likely 
to do at first, in making the circular 
strokes, elevate the wrist by resting 
it on a small block of wood or a 
small book about one inch thick. 

It is better to work on a slight 
incline, as this will give you a better 
perspective, although some prefer a 
flat surface. Have the brush well 
“charged” with the color you are 
working in. After dipping the brush 
in the ink work it back and forth on 
a piece of paper. This will prevent 
any dripping and help to distribute 
the color evenly in the “heel” of your 


brush. 
Single Stroke Method Defined 


The term “single stroke” does not 
mean that each letter is completed by 
just one stroke of the brush, but that 
each individual part of a letter is 
made with one sweep (as the arrows 
indicate on the plate shown here). 
Some letters may take three, four, six 
or eight single strokes to complete. 
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INDIANA STEEL &~ WJRE CO. 
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The Most Perfect 
Hexagon Mesh 
Netting 


¥ The new U. S. HEXLOK Poultry Netting— 
companion product to U. S. STRAITLOK 
Netting—is the finest hexagon mesh netting 
ever produced. Made with a special Lock- 
Twist Weave, it is more uniform, more rigid 
....easier to handle and cut...neater in appear- 
ance....more durable in service. Its super- 
ior construction is obvious at first sight even 
to the inexperienced. Its ease of stretching 
and its economy insure profitable repeat 
orders. 


Vv U. S. HEXLOK is made in one and two- 
inch mesh; heights 12 to 72 inches; galvan- 
ized before or after weaving. U. S. HEXLOK 
and U. S. STRAITLOK Poultry Nettings 
enable the dealer to fill every demand of 
his trade and meet every phase of compe- 
tition with one brand of fabric—a brand 
known to consumers everywhere. 


Ask your Jobber or write direct to 


Indiana Steel & Wire Co. 


Mancie, Indiana 











Careful entry of orders; strict pro- 
duction schedule; systematic follow- 
up; careful shipping; deliveries on 
time! This vigilant attention to de- 
tails is not new; it is a service long 
rendered our customers. . . an inte- 
gral part of a quality product. 


There's a HOLTITE Product for 
every purpose—stock the complete 
line. Send for samples and illus- 
trated catalog. 


Distributed through 
Hardware Jobbers 


CONTINENTAL 
NEW BEDFORD, SCREW Co 


MASS., U.S. A. 


SOUTHERN BRANCH: (421 Fort Street, Chattanooga, Tenn. 
WESTERN BRANCH: 6529 Russell Street, Detroit, Mich. 


HOLTITE 





PRODUCTS 








They Keep Contact Men Busy 


(Continued from page 26) 


| lishments and can contact the engi- 
| neer or the manager. He is pre- 
| pared to discuss their needs for any- 
| thing throughout the building, from 
| boiler room to attic. He knows his 
| stock and can suggest new things in 
line with the requirements of his 
| customers. 
| Another man contacts the plumb- 
| ing trade. He was formerly a mas- 
| ter plumber, so has an_ intimate 
| working knowledge of the needs of 
| this industry. There are a great 
|many items used by the plumbers 
| which can be furnished by the hard- 
| ware dealer, and this contact man is 
| prepared to book their orders for 
| this stock. 
| Two men are detailed to solicit 
| dealer trade. Contacts are made 
| regularly with all the retail stores 
throughout the community by men 
'who understand this particular 
| branch of work. 

Another group of salesmen spend 
their time contacting garages and 
have developed a nice volume of bus- 
iness with this trade. Personal con- 
tacts here have made many friends 
for the company. 

It takes several well trained men 
to look after the general contractors 
and builders. These men must know 
the latest and best in builders’ hard- 
ware—the novelties as well as stand- 
ard lines—and have a_ working 
knowledge of the requirements of 
the trade. 

During the winter season when so 
many yachts are anchored in Bis- 
cayne Bay one man is detailed to 
contact owners and engineers and 

| supply them with such hardware or 
supplies as his store is prepared to 
| furnish. 

The dredging companies in and at 
work around Miami offer a profita- 
ble field for the hardware dealer. So 

| do the many companies engaged in 
the manufacture of awnings and win- 
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dow shades. Contact men, have been 
assigned to look after this trade. 

Miami has a number of airports 
and seaplane bases encircling the 
city, and it takes the entire time of a 
man to make the rounds. This is a 
paying propositon as may be seen ' 
from the fact that during a single 
year more than $25,000 worth of 
business was picked up at the air- 
ports. 

Each salesman is furnished with a 
small car. These cars are kept in 
the best of condition at all times— 
are frequently painted and always 
look so clean that they are a good 
advertisement for the store. Night 
and morning they are checked in and 
out of the company’s garage. Be- 
fore leaving in the morning each car 
is well cleaned and polished, is ser- 
viced as to oil, gas and water, bat- 
teries and tires checked, greasing 
attended to, and everything put in 
good shape. A good looking car, 
with an intelligent contact man to 
meet the trade, is a splendid adver- 
tisement for the store. 

It takes an unusually smart man 
to sell the entire line carried by a 
store like that of the Frank T. Budge 
Company, the range of material is so 
wide. Therefore to place a man up 
against the public who can speak the 
language of the man with whom he 
is dealing has been found more sat- 
isfactory than to try to have one in 
the field who knows it all. That this 
plan is a good one has been borne 
out by results. And, after all, the 
final test of any plan is how the 
results show up on the ledger. That 
is the yardstick by which it is 
measured. Largely as a result of 
close. personal contact of these spe- 
cialty salesmen, each of whom under- 
stands his own particular line and 
trade, the company does a larger 
volume of business outside the store 
than it does over the counter. 
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A victim of 
poor fence 











This farmer’s fence | 
rusted out too soon! 


Sell him fence with Two-Way rust protection 


Poor fence, without enough copper in the 

steel and with only a thin, skimpy, protective 

Two Types of coating of zinc, isa money loser for both the 

Steel Posts farmer and the dealer. It simply can’t with- 

‘ stand the bad corrosive conditions in this 

both nationally climate. q Build a profitable fence business. 

known brands— ej] Red Brand—the fence that stubbornly 
A resists rust—in two important ways. 


RED TOP A thicker coating of zinc 


POST 
~_ Reinforced Red Brand fights rust, first, with a special 





tone Gite (heat-treated) Galvannealed zinc coating 
handy fas- MUCH THICKER than on ordinary gal- 

| fener dene. ~~ Vanized fence wire. Galvannealing makes 
wellknown possible this thicker coating, and fuses it 
niet right into the steel, so it doesn’t crack or 





flake off. Galvannealing is protected by 12 
U. S. patents, controlled by Keystone. 


ey Enough copper in the steel 
} KEYSTONE P 
POST Red Brand fights rust, second, with a real 
TeeRailtype copper bearing steel that lasts at least 
pith positive TWICE as long as steel without copper. No 


identified by more brittle, flaky rust—the kind that causes 


& handsome —=_ pitting, pockmarking and premature wire 
stripe."’ 


failure. Red Brand stubbornly resists rust 
clear to the core. 

Red Braad costs your customers only a | 
little more than poor fence. But they get | 
a fence that’s there to stay. You build a | 
profitable fence business. 

Dealer prices—Agency details 
New Catalog describes Red Brand hog, field | 
and poultry Fence, Red Top and Keystone | 
Steel Fence Posts, and other wire aad fenc- | 
ing products. This catalog, dealer prices, 
and all agency details, are sent on request. 

Fence may now be purchased under N. H. A. 


KEYSTONE STEEL & WIRE COMPANY 


an af 873 Industrial St., Peoria, Illinois 


Fights rest 2 Ways! Topper Bearing 
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-.- TO BUILD 
BRUSH SALES 
AND GREATER 
PROFITS! 


BAKER BRUSHES » 


Styled in the modern tone .. built of 
unsurpassed materials .. under work- 
manship supreme! 


Aims for and GETS consumer atten- 
tion and acceptance. SALES are ready- 
made! 


BAKER POLICY e 


Assures a concentrated stock control 
. . makes every dealer dollar quickly 
turn itself with PROFIT. 


Everything to make your 1935 Brush 
Sales larger and more profitable. 


WATCH BAKER! 








a er br ush Mae. 








WomEN WILL BUY 


New Labor Saving Items 


if they 
are Priced Right 





RETAILS 


A Self-Heating Iron without cords 
or attachments. Priced below 
any iron of comparable quality 
and still carrying an attractive 
profit. Every woman wants one. 
Handsome appearance, less tir- 
ing to use, lower ironing cost. 
A wonderful gift item of prac- 
tical utility that any homemaker 
will appreciate. 


Radiant Self-Heating Iron—beats elec- 
tricity or gas. Lights with a match. 
Cheaper to operate—only ic for an 
average ironing. Brass front, handle 
straps and top plate heavily nickel 
plated; base chrome plated. 

Base pointed atboth ends, with button- 
beveled edges. Ever-cool handle fin- 
ished in black and silver. 

Brass coil generator started with match 
in few seconds—ready to iron in 40 
seconds. Heat evenly distributed— 
point to point—easily regulated. Just 
right weight for pressing or ironing, 
Complete with rest, pressure pump, 
strainer funnel, cleaning needles, 
wrench, extra generator, and fi 
directions. 


THE RADIANT LINE 


Inchudes de luxe and utility models of 
gtaceful, high-powered lamps, as well 
as 300 candle power lanterns and self- 
heating irons. 

New merchandise that attracts buyers 
and sells fast at a good margin. e 
Radiant Lantern is an especially good 
tem, appealing to outdoor washes, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 

The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 
Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
112 Radiant Bldg., Akron, Ohio 


RADIANT 


PRODUCTS 



















































TRUCK AND COMMERCIAL CAR 
DAILY OPERATING RECORD _ 
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VEHICLE OPERATING EXPENSE 











OTHER EXPENSES 


BODY REPAIRS AND 


MOTE Of REVERSE SIDE. THINGS THAT NEED ATTENTION 
ATTACH MECHKIPTS FOR ALL MATERIAL OR SERVICE PURCHASES 






















TRUCK OR COMMERCIAL CAR 
MONTHLY SUMMARY—OPERATION ano EXPENSE 
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Determining Cost of Truck 
Operations 


HAT every truck owner ought 

to know—how much his fleet 

operations cost, which drivers 
are doing the best jobs, which type and 
make of equipment is the most econom- 
ical, which vehicles are costing so 
much that they should be replaced— 
can be ascertained with a minimum of 
paper work by the use of a copyrighted 
“Owners’ Simplified Operating Record” 
made available to all operators by the 
Chevrolet Motor Company. 

The record books, offered gratis, are 
being distributed on request by Chev- 
rolet dealers everywhere, and by the 
commercial car department of the 
Chevrolet company, Detroit. 

The new simplified operating record, 
according to W. E. Fish, manager of 
the Chevrolet commercial car depart- 
ment, is especially well designed to fit 
the needs of the individual operators 
of small fleets of trucks, who, he esti- 
mates, comprise about 80 per cent of 
all owners. ° The system provides the 
owner with a small record book, one 
for each vehicle, containing a sheet for 
each day’s record (to be filled in by 
the driver) and a monthly summary 
sheet on which the daily entries are 
totaled. Comparison of the summaries 
at the end of the month will give a defi- 
nite figure on the relative operating 
costs of each vehicle in use. 

The simplicity of the record system 
is illustrated by the method of comput- 
ing the total daily gasoline consump- 
tion. Each vehicle begins its day’s 
work with a full tank. At the end of 
the day the driver refills the tank. The 
quantity required to fill (plus the quan- 


tity if any, purchased during the day) 
is the total number of gallons actually 
used by the truck that day. 

At the end of the month, the sum- 
mary of operation and expense reveals, 
for each truck, items such as the total 
mileage, hours, and loads (tons trips, 
calls, or packages) total fuel and oil 
and mileage per gallon or quart fuel 
and oil cost per mile. Operating ex- 
pense and other costs (repairs, wash- 
ing, depreciation, insurance, etc.) are 
kept separate, each being reduced to 
cost per mile. 

The record not only informs the op- 
erator what his fleet operation is cost- 
ing him, but enables him to judge the 
comparative merits of his drivers, as- 
sists him in making income tax returns 
and in complying with the Code, shows 
him the comparative operating costs of 
various types and makes of equipment, 
gives him a guide for the use of a 
bonus system, reveals which units 
should be replaced because of undue 
operating expenses, and if salesmen- 
drivers are used, shows which men are 
operating most profitably. 

“Chevrolet recently sent out, to a se- 
lected list of truck owners, a mailing 
piece containing an inconspicuous cou- 
pon for use in requesting this cost- 
keeping system,” said Mr. Fish. “We 
received more than 8,000 requests from 
all parts of the United States and from 
almost every line of business, generally 
from the smaller users and business 
houses. We are vitally interested in 
providing as many truck users as pos- 
sible with a system that will enable 
them to determine their exact costs.” 
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FROM PUTTING 
To PUTTERING! 


“JT have just packed my clubs away 
for the winter. Got a matched set this 
year. Cost mea lot of money but they 
cut my handicap five strokes. ; 

From now on you'll find me in the 
basement. I have a lot of things I want 
to make this winter. You might say I 
have gone from putting to puttering. 

Have you seen my workshop? Well, 
let me tell you, I have a fine outfit down 
there. After all, woodworking is like 
golf in one way — you’ve got to have 
good equipment to get good results.” 

e 

Now is the time when men and boys 
turn to their workshops as naturally as 
they do to golf and baseball in the 
Spring. Feature Stanley Tools. This is 
a growing market that knows the name 
Stanley and looks to “The Tool Box of 
America” for the kind of tools they need. 

® 

STANLEY TOOLS of Highest Qual- 
ity — the choice of artisans for over 
80 years. 

STANLEY FOUR SQUARE TOOLS 
— unusual tool values. 

STANLEY DEFIANCE TOOLS — 
low priced, practical tools for the occa- 
sional user. 
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Vv 
NEW “STANLOID” 
BUTT CHISELS 


Composition handles 
— short, thin blades 


No. 60 
¥ inch at $1.45 


FOUR SQUARE 
BUTT CHISELS 


No. 1150 
¥, inch at 70 cents 


DEFIANCE 
BUTT CHISELS 


No. 1251 
¥ inch at 60 cents 
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PROSPERITY ASSORTMENT 
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.. turn this 
stock 3 times and 
more in six months 


The Open Display—Finished in brilliant gold—oc- 
cupies less than a square yard of floor space. 


























The Merchandise —Includes virtually the “cream 
of the paint business”—sizes and colors that cannot 
fail to sell in any territory. 


The Turnover—Amazingly rapid—3 times and more 
in 6 months. 


The Investment —Ridiculously small—Gives you, in 
addition to the open display and the stock, sales 
helps—cut-outs, direct mail pieces. 


Investigate NOW —Write for full particulars. 


BOSTON VARNISH CO., 381 Everett Station, Boston, Mass. 
Gentlemen:—Send me particulars about price, terms, and other details 
of the “Prosperity Assortment”, without obligation to me, 


Firm Name 


Address 








Individual sign here 
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LANTERNS 


70 


ils a Dietz: 





for REAL profit 


3 Vo lantern is as profitable to 


sell as a Dietz Lantern. 


Dietz Lanterns are outstanding in 
popularity. Customers know that the 
trademark DIETZ (which is stamped 
on EVERY GENUINE Dietz Lantern) 
stands for structural excellence, ut- 
most lighting power and burning de- 
pendability—therefore Dietz Lanterns 
sell without argument and risk of cus- 
tomer dissatisfaction. 


It takes a bigger profit than you can 
get to really pay for time consumed 
in selling a lantern less popular than 
Dietz—or a special brand lantern 
whose quality you must personally 
guarantee because its maker is un- 
known. 


R. E. DIETZ COMPANY 


NEW YORK 


MAKERS OF LANTERNS FOR 
THE WORLD... FOUNDED 1840 


Output Distributed Through the Jobbing 
Trade Only. We Do Not Sell Chain Stores, 


Catalog Houses or Syndicate Buyers 
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Natural Gas Giant to Stir Again 


(Continued from page 25) 


are as yet at liberty to announce the 


source of this new capital. 

When this new capital is poured 
into the business, there will surely 
be an era of unprecedented laying of 
laterals and spurs. Millions of new 
domestic consumers will be put 
within reach of gas. Millions will 
buy gas ranges, conversion burners, 
gas furnaces, gas room heaters, 
laundry plates, and automatic water 
heaters. Thousands of hardware 
dealers will find themselves in the 
midst of this activity, with profit 
possibilities literally thrown into 
their laps. 

When this activity is again set in 
motion, it is likely to continue for a 
period of ten years. Virgin territory 
is without limit. Nor can mountains 
or rivers stop the march of the pipe 


lines. They have tunneled mountain 
ridges in Colorado, Wyoming and 
Montana. They have bridged the 
Red River of Texas 18 times; the 
great Missouri six times; and have 
actually spanned the Mississippi at 
seven different points from Louisiana 
to northern Illinois. 

With the gas supply sufficient for 
the next 50 years; with new wells 
coming in at the rate of upwards of 
a thousand a year; with 24 States 
now producing; with the great prob- 
lem of transportation solved by the 
high-tensile steel pipe; with prospects 
for new capital now brightening; 
and with the potential consumers 
eagerly waiting for the convenience 
of gas range and home-heating units, 
the possibilities to the hardware man 
for the next ten years are great. 





Few Wholesalers Favor 
Five-Day Week 


(Continued from page 39) 


ware wholesaler to operate on a five 


day week, being closed all day Sat. 
urday and why?” 293 firms replied 


| to this question, and of these 251 an- 


| represent 


swered “No,” thus indicating that ap- 
proximately 82.2 per cent consider 
the idea impractical. The 42 firms 
who believe the idea to be feasible 
approximately 17.8 per 


| cent of those reporting on this ques- 


tion. 

The fourth question was—“Do you 
know of any other hardware whole- 
salers operating on a five day week. 
being closed all day Saturday? 
Please mention them if you do.” The 
answers given to this question indi- 


| cated that the eight firms, located as 


previously mentioned, are the only 
hardware wholesalers known to be 
operating on a five day week. 
Naturally, the hardware whole- 
salers who operate a retail depart- 
ment in conjunction with their busi- 
ness gave this as the reason why five 
day week would be impractical. Of 
the firms doing an exclusively whole- 


| sale business, the reason most often 


advanced for considering it imprac- 


| tical to adopt the five day week was 


generally that service was demanded, 
and that Monday would prove to be 
a “nightmare” if they attempted to 
close Saturday. 

Some typical comments, as _re- 


quested by question No. 3, were: 
“Not for us. We need to work seven 
now with shorter hours.” “Would 
not adequately serve trade.” “We 
close at 1 p. m. on Saturday, this 
being the closing hour of the various 
railroad freight depots in this city.” 
“Tt would inconvenience dealers on 
emergency orders for Saturday ship- 
ment.” “Not if firm has a retail de- 
partment, as we do.” “We believe it 
would cut operating costs and not 
lose any business if adopted by the 
industry.” “Yes—if other compet- 
ing lines will do so also—more work 
can be done on a five day forty hour 
week from 8 to 12 and | to 5.” 
““Yes—shorter hours will to some ex- 
tent relieve the unemployment situa- 
tion.” “Yes—as Saturday is a short 
day and therefore very little business 
done, also would eliminate the neces- 
sity of rotating employees.” 

“Not in an agricultural commu- 
nity.” “Impractical to try to service 
accounts working six or seven days 
a week and only stay open five.” 
“Not for us—too many local rush 
orders required by customers. Only 
day our outside salesmen have in 
office if they sell five dav« a week.” 
“Our customers are open that day.” 
“Theoretically, working five days a 
week, from 8 to 5, looked like the 
most practical way of handling the 
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* STERLING 


Quakity Brand 


POULTRY NETTINGS 














DECEMBER 6, 


%* STRAIGHT-LINE COMBINATION 


Economical and practical with GRADUATED MESH 
SPACING. First six spaces 34” mesh, second six spaces 1” 
mesh, next eight spaces are 114”, balance 2” mesh. Gives per- 
fect poultry protection. Made in 24”, 36”, 48”, 60” and 72”, 
19 or 20 gauge. Galvanized before or after weaving. 


* IMPROVED HEXAGON 


Symmetrical uniformity, correct mesh spacing, rugged dura- 
bility, splendid appearance, are features of Sterling Hexagon 
Netting. Made in 1” or 2” specification, all standard heights, 
19 or 20 gauge. Galvanized before or after weaving. 1” made 
in 20 gauge only. , 


%* LOCK-TWIST STRAIGHT-LINE 


Straight Line Netting is uniform, strong and durable. Made in 
1” or 2”. All standard heights. Galvanized before or after 
weaving. 1” made in 20 gauge only. 


* All Sterling Products are manufactured with our guarantee 

for quality. The following are manufactured under the Sterling 
trade name: Packaged and Keg 
Nails and Staples, Field and Poultry 
Fence, Barb Wire, Bale Ties, Orna- 
mental Fence and Gates, Farm 
Gates, Hardware Cloth, Manufac- 
turers’ Wire and Steel Posts. 


Note the mesh construc- 
tion of Sterling Hexagon 
Netting. Has symmetri- 
cal correctness and rug- 
ged appearance. 























Sterling Netting is made 
with the Lock - Twist, 
Non-Slipping Joint, 
which will not break or 
become loose. Unrolls 
straight and lays out flat. 
Easy to handle. Does not 
sag, break or buckle. 
Line wires run full 
length of roll. Rolls are 
compact and uniform. 


See Your Jobber or Write to Dept. 10 


NORTHWESTERN BARB WIRE COMPANY 


STERLING Since 1879 ILLINOIS 





1934 





This 


Xmas 


sells on its 
outstanding 


i on range bP ie, 
44 Ab 


$29°5 with piuice Extrac- 


tor. Denver and 
oe $21.95, attachments ex- 


$1845 without Juice Ex- 


ractor, Denver and 
West $19. 25, attachments ex- 


Canadian price, $26.75 


slightly higher. 


Modern Design. Model D is superbly beautiful 
with the rich contrast of its large black Bakelite 
handle and brilliant jade green finish and sparkling 
opalescent bowls to match (or ivory finish). 

Efficiency. Model D has a powerful 3-speed motor, 
performing its every task with ease and efficiency. 
No radio interference. 

Two-position Handle. 100 per cent convenience in 
portability. Lifts off stand with hand in vertical 
position. Greatest ease of use at stove in horizontal 
position. 

Dual-dise Revolving Platform—an exclusive feature 
—gives instant change from large to small bowl 
without removing platform. 

Tilt-back Motor. Important for quick attachment 
or detachment of beaters. 

Adjustable Motor Height. Greater ease and effi- 
ciency in beverage mixing. 

Labor Saving Attachments. Model D has a most 
useful line—and at easy-to-buy prices. 

Sold without Juice Extractor. Now you can offer 
Magic Maid Model D at only $18.45 ($19.25 in West). 
Overcomes sales resistance of women who do not 
need extractor. 

Send today for complete Magic Maid successful 
selling plan. 

Order Magic Maid and STAR-Rite 
Appliances through your jobber. 


THE FITZGERALD MFG. CO.,| TORRINGTON, CONN. 








Portable. Two-posi- 
tion handle makes 
for easier handling. 


Fruit-julee extractor has 
lowest center of gravity. 
Cannot tip over. 








Motor tilts back. 





Dual-dise revolving platform exclusive 
! 


Note convenient with Magie Maid. Small bow! revolves 


position of hand. just as efficiently as large bowl. 


Gift 


supreme 


FITZGERALD 


tra. 
complete. eS 
Western Canadian price 


Sales features of the Model D 
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BUT 


THERE IS A 
DIFFERENCE 














Behind every Morse tap, cut- 
ter, die, reamer and drill is the 
reputation for quality which has 
been building and strengthening 
for 7O years. 

No sounder purchase can be 
made today in the metal cutting 
field than a genuine Morse Tool. 

A complete stock of Morse 


keeping your business growing. 


THE MORSE LINE 
Includes 
High Speed and Carbon ARBORS, CHUCKS 


DRILLS, REAMERS COUNTERBORES 
CUTTERS MANDRELS 

TAPS and DIES TAPER PINS 
SCREW PLATES SOCKETS, SLEEVES 


TWIST DRILL & MACHINE CO. 
NEW BEDFORD, MASS., U.S. A. 
CHICAGO STORE: 


16) 570 WEST 
RANDOLPH STREET 


NEW YORK STORE: 


92 LAFAYETTE STREET 
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forty hour week, being closed all 
day Saturday, which has formerly 
been but a half-day, anyhow. The 
economy, also, in the winter time of 
saving through electricity and heat 
was also appealing. In actual prac- 
tice it has not worked out that way.” 
“Orders received Friday p. m., should 
be filled Saturday a. m.” 

“Our experience with all five day 
plants is poor service—both office 
and stock—also a big Monday jam 
—too hard to assimilate. Will only 
be practical when universal.” “We 
are here for convenience of cus- 
tomers. It would be a hardship on 
them for us to remain closed all day 
Saturday.” “No, because we dis- 
tribute our merchandise to country 
stores who do not come under the 
hour restrictions of the NRA, and 
we deliver a great many orders to 





“No 


trucks on Saturday morning.” 
The thousands of dealers whom we 
serve expect the same service of us 
on Saturday as they do other work- 
ing days.” 

“Have customers Saturday and 


traveling men’s meeting.” “We can- 
not decide on this but believe it 
might be worked out.” “Prefer 
shorter hours open six days. Feel 
this would do more to aid recovery.” 
“The reason I have not answered No. 
3 is [ cannot figure what the outcome 
will be. My opinion is we will have 
to increase our overhead expense.” 
“Serious handicap to retail dealers. 
More serious congestion to us Mon- 
day, bad enough now doing Satur- 
day p. m. plus Sunday with inevita- 
ble congestion Monday and Tuesday, 
as it is.” “It may be practical, but 
it is not customary in this territory.” 





Prospecting With Cards 


(Continued from page 35) 


space on the _ to indicate the type 
of range she was using in the home, 
and also a space to answer whether 
she was interested in a new range. 
These cards were then collected at 
each session, and in order to create 
interest prizes were awarded to a lim- 
ited number of those attending. 

“All these cards were filed until 
after the last session of the cooking 
school, after which they were sorted 
to discover those who had signified 
their interest in new ranges. Sales 
work on these was started imme- 
diately. We have since sold more 
than half of these 50 prospects and 
expect to sell the remaining prospects 
later on. 

“After these prospects had been 
worked we started with the rest of 
the cards and have been able to. de- 


| velop more than 50 additional pros- 
Tools is a powerful force in’ 


pects for ranges who had not indi- 
cated their interest at the time they 
attended the demonstration. While 
we have not been able to do quite 
as well on refrigeration, there has 
nevertheless been a gradual increase 
in the number of refrigeration units 
sold after these cooking demonstra- 
tions. 

“In order to develop every sales 
possibility in this district we have 
recently decided upon a more sys- 
tematic method whereby we will 
compile a card index of every home 
with a list of all the appliances that 
are in use. This plan has taken the 


form of a survey which is conducted 
by our salesmen. Since these men 
are employed on a nominal salary 
basis, plus commissions on sales, we 
have asked them to do this survey 
work because it will benefit both 
them and us. 

“A separate card is used for each 
home. The salesman lists the name 
and address of the woman inter- 
viewed, together with the various ap- 
pliances that are in use, as well as 
the names and approximate age of 
each one. If the person interviewed 
indicates interest in any new appli- 
ances the salesman notes that on the 
card. 

“These cards give us a complete 
picture of the sales possibilities in 
our territory. Every possible pros- 
pect will be listed in our files. In- 
stead of having the salesmen wasting 
time in looking for leads we will be 
able to give them a daily quota of 
calls. It not only increases their 
productive time but places their work 
on a more definite and systematic 
basis. Furthermore, we are not 
likely to overlook a live prospect in 
any part of our territory. Salesmen 
note on these cards a record of each 
call. If appointments are made for 
back calls, the date and time is noted. 
A list of such appointments is kept 
on file and the salesman is notified 
each day of the back calls for which 


he has appointments. 
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No. 3527 
RIM NIGHT LATCH 





For The Customer Who Wants A 
Dependable Small Latch At A 
Moderate Price 


| a fine appearance and comparatively 
small size of No. 3527 Latch—31/,” x 2”— 
give it preference over a larger latch for 
many locations. Its attractive price is also 
a factor. 


1. Finely finished wrought 
steel case, black ja- 
panned. 

2. Solid brass bolt and 
shapely solid brass 
knob. 

3. Full size five pin tumb- 
ler die cast cylinder, 
with. three milled Ger- 
man silver keys. 





Exposed end of 
the cylinder is 
depressed in 
the ring. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks | Machine Screws 


caste BOK co 


26 Warren Street-- New York. 
Branch Offices: 


179 N. Franklin St. 114 Bedford St. 
ul Boston, Mass. 


521 Commerce St. 
Chicago, Il. 


Philadelphia, Pa. 
Works at Terryville, Conn. 
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“LEGITIMUS" — in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 








LEGITIMUS 


"These Axes 
ALMOST Se/ themse/l: VES 


To the man who knows 
axes, the name Collins 
covers a multitude of 
sales efforts. Its world- 
wide fame is the result of 
unvarying high quality, 
correct balance, finish 
and temper — a product 
backed by 108 years’ ex- 
perience in axe making. 









MICHIGAN 
SINGLE 
BIT 


To the man who doesn’t 
know axes, these same 
qualities speak for them- 
selves. Thus the name 
Collins can mean much to 
you in paving the way for 
more axe sales and hence 
greater profits. 


All standard patterns, 
weights, finishes of axes, 
hatchets, bush hooks, 
hoes, etc., in a wide varie- 
ty of price ranges. 


WESTERN 
DOUBLE 
BIT 


If your jobber cannot supply you, 
write to us. — 





HALF HATCHET 






BOY SCOUT AXE 


tm COLLINS co 


COLLINSVILLE, CONN. 
Axes and Hatchets 
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for you in 


KLEIN 


NYONE who appreciates 
good tools calls for 
Kleins when he buys 

pliers. The Klein reputation 
will sell fine tools for you. 
Klein Pliers are made in a 
wide variety of styles to 
meet every need of the 
skilled workman. It will pay 
you to carry Kleins. Check 
up on your stock now and 
order from your jobber. 


Klein Pliers have been 
standard with public utili- 
ties and master workmen 
—*‘since 1857.”’ 


Buy from Your Jobber 











Three-In-One Safety League 
Shows Consistent Growth 


b | EARLY 50,000 boys and girls 
between the ages of 6 and 16 
years have already joined the 

Three-In-One Safety League. Every 

State in the country is represented in 

the membership which largely comes 

from the metropolitan areas where 
safety work is needed the most, says 

Miss Gladys Liggett, vice-president 

of the Three-In-One Oil Co., New 

York City, which is sponsoring the 

movement. 

Promoted through the hardware 
and sporting goods dealers, the 
League seeks to teach boys and girls 
general traffic and safety rules which 
can be specifically applied to bicycle 
riding and roller skating as well as 
general play. 

The dealers who are responsible 
for the League’s success are likewise 
enthusiastic about the idea. They 
like its civic service possibilities and 
have gladly turned their stores into 
recruiting stations where children 
can take the safety tests qualifying 
them for membership. Many dealers 
go further and collect the blanks 
after they are filled out, then mail- 
ing them to the League Headquarters 
in a group. The buttons of award 


are returned to them for distribution. 

Nearly 300 clubs have been 
formed in various sections of the 
country and the dealers are playing 
a large part in getting them under 
way. The children meet regularly, 
discuss traffic rules, plan outings for 
themselves, elect their own officers 
and pass sentences upon their fellow 
members following a list of sugges- 
tions prepared by the League to 
guide them. 

In return for their efforts, dealers 
are being rewarded by greater friend- 
ship with the youth of their commu- 
nities as well as with parents. Let- 
ters like this one from George 
Kuhns, a Lisbon, Ohio, hardware 
dealer, reach the headquarters every 
day: “The boys and girls of Lisbon 
are going for it strong and I think | 
can notice a difference already in the 
safety measures taken. For instance, 
I have not seen a boy come down 
Market Street with his hands off the 
handle bars and the like. They are 
anxious to have their badges, so 
please get them to us as soon as pos- 
sible. We are going to call a meet- 
ing and organize and also have 

(Continued on page 84) 








School children of the Bronx, New York, organized the first club of the Three-In- 
One Safety League and hold regular meetings to discuss traffic, bicycling and roller 


Mat ons 
hias | skating rules. Peggy Ann, daughter of Miss Gladys Liggett, vice-president of the 
- Three-In-One Oil Company, is captain of the group and demonstrates proper oiling 
3200 BELMONT AVE., Noms | of skates as one of the first rules for safety. 
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NEW ABW SOCKET SHANK 
with Rolled Shoulder and Shock Band 





HERE’S MERCHANDISING VALUE 


The new ABW socket shank with rolled shoulder and 
equipped with the famous ABW shock band has features 
that produce real merchandising value. 


For example: Blades and shank are forged from high 
carbon quality steel and heat treated by automatically 
controlled furnaces. This gives an unusual strength and 
toughness to the shovel. To reinforce this strength the 
shovel is equipped with the ABW shock band. The new 
rolled shoulder not only serves as a convenient and com- 
fortable step, but gives an added strength to the blade 
on each side of the socket. 


For strength, toughness, lightness, balance, and shoveling 
ease this new socket shank is superior to any other similar 
type ever produced. 


AMES BALDWIN WYOMING Co. 
PARKERSBURG, W. VA. - NORTH EASTON, MASS. 


BACK VIEW OF SHOULDER 


The illustration to the right 
shows how the rolled shoulder 
of the one piece blade serves 
as a step and strengthens the 
shovel blade. The socket of 
this shovel is tapered and heat 
treated to properly distribute 
the strain normally occurring at 
the point from shoveling pres 
sure. 


The lower end of the hanale 
is covered with a_ patented 
metal cap which protects the 
handle and adds to the ap 
pearance of the tool. 


BRANDS--DREDNOT 


HELMET 
PEERLESS 

















Sell Gun Protection 
NOW-_yYour 
Customers Need@ 


HOPPE’S\ 
No. 9 


The close of the hunting season means 
more urgent need of getting guns spot- 
lessly clean and keeping them protected 
against winter dampness. So display 
HOPPE’S NO. 9 and remind customers that this famous 
solvent dislodges lead and metal fouling, all residue from 
gun bores, and gives sure protection against rust. 


For the Gift Season—FEATURE 


HOPPE’S 


Gun Cleaning Pack 
Popular and_ profitable 
dollar seller that every 
gun owner needs. Con- 
tains everything required 
for keeping a gun in the 
best of shape. 

Check up your Hoppe 
stock. Order replacement 
stock NOW, through your 
regular Jobber. 


FRANK A. HOPPE, 
INC. 
2314-A North 8th St. 



















Gun Cleaning Patches Cc 
Gun Cleaning Guide , 


omplete 





Hoppe’s No. 9 Solvent s .00 Philadelphia, Pa. 
Hoppe’s Lubricating Oi! I os a! Oe: . 
Hoppe’s Gun Grease Retail oe 302 Decawes wes, 


LOS ANGELES 


H. L. Bowlds, 108 W. 2nd St. 





Ecce BEATERS 


Positive gear mesh prevents, slip- 
ping and jamming. Round, rigid 
steel for sidearms gives greatly 
increased strength. Comfortable, 
twistproof, spade type handle. Easy 
to clean. Fast, durable 
Three Models 

No. 1 
STAINLESS STEEL patented Iwo- 
in-one “rinse clean” beating blades. 
Green quartz MARBLETTE handle. 

No. 2 
STAINLESS STEEL beating blades. 
Same as No. 1, but with wood 
handles in green, blue, yellow and 
red. 





No. 3 
Standard type beating blades of 
tinned steel. Other metal parts 
bright nickel plated steel. Wood 
handles in green, blue and yellow. 


EDLUND CO., Burlington, Vt. 


Manufacturers of 





| CAN OPENERS, JAR OPENERS, BOTTLE OPENERS, 


KNIFE SHARPENERS 
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Worcester, Mass.: Furnish address ( 
of the Wrought Hardware & Forging 
Co., formerly Brewster & Co. — Waite 
Hardware Co. 


ANSWER: State Road, Philadelphia, 





Pa. 


* * * 


LEBANON, INp.: Where can we secure 
wicks to fit a No. 428 New Process kero- 
sene room heater?—E. F. Chambers & 
Sons. 

ANSWER: Socony-Vacuum Corp., 26 
Broadway, New York City. 


** %* * 


SHAKER HEicuts, On10: Who makes 
a bed or breakfast tray with folding 
legs?—-Shaker Heights Hardware. 

ANSWER: Ferguson Bros. Mfg. Co., 
33 E. 17th St., New York City, and 
Hardware Specialties Mfg. Co., Strat- 


ford, Conn. 
* a * 


Port ArtHur, Texas: Who makes 
gas heater radiants bearing the initials 
GCFCO?—Drago Hardware Co. 

ANSWER: Gem Clay Forming Co., 
Sebring, Ohio. 

* * *& 

New York City: Who makes the 
Savoil kerosene heater?—Ugo V. d’An- 
nunzio. 

ANSWER: United Stove Co., Ypsil- 


anti, Mich. 
* * * 


LANCASTER, Pa.: Where can I pur- 
chase a can opener that will open 
round, square, or oval cans, and will 
open Mason fruit jars, which also has 
an attachment for sharpening knives? 
—A. S. Groff. 

ANSWER: Central States Mfg. Co., 
4307 Warner St., St. Louis, Mo. 


* * aa 


BeauMoNT, Texas: Who makes the 
Longwood cast iron box heater?—Tyr- 
rell Hardware Co. 

ANSWER: Kalamazoo Stove Co., 


Kalamazoo, Mich. 


* * & 


Reapinc, Pa.: Where can we get 
prices and literature on electric weld- 
ing machines?—Bright & Co. 

ANSWER: General Electric Co., 
Schenectady, N. Y.; Thomson - Gibb 
Electric Welding Co., 261 Pleasant St., 
Lynn, Mass., and Lincoln Electric Co., 
13010 Coit Road, Cleveland, Ohio. 


¢ + 


Port Lavaca, Texas: Provide ad- 
dress of the manufacturer of Kensing- 
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Makes 
It? 


Information regarding sources of sup- 
ply as provided readers of Hardware 
Age by the Who Makes It? Editor is 
here presented as an aid to others in 
the trade who may be seeking the same 
articles. The inquiries reproduced 
have been selected because of their 
general interest to hardware mer- 
chants and buyers. This editorial 
feature in each issue supplements the 
service rendered by the “Who Makes 
It?” issue published on Sept. 27, 1934. 
When writing to the firms mentioned, 
state that you saw the product listed 
in Hardware Age “Who Makes It?” 
section or issue. 


ton ware, which is similar to chromium 
plated ware——Ed. Melcher Co. 

ANSWER: Kensington, Inc., New 
Kensington, Pa. 

* * * 

Duquesne, Pa.: Who makes the 
Ateco cookie press?—Stone for Hard- 
ware. 

ANSWER: Aug. Thomsen & Co., 488 
Woodward Ave., Brooklyn, N. Y. 


* + 


Groversvitte, N. Y.: Who makes 
Dot rubber and cotton weatherstrip- 
ping?—Burr Lumber Co., Inc. 

ANSWER: Freydberg Bros., Inc., 11 
W. 19th St., New York City. ° 


Statessporo, Ga.: Furnish address 
of the U. S. Steel Products Co., makers 
of steel doubletrees and singletrees.— 
Johnson Hardware Co. 

ANSWER: U. S. Pressed Steel Prod- 
ucts Co., Vine and Portage Sts., Kal- 
amazoo, Mich. 

* * * 

New York City: Where can we buy 
a personal weighing machine known as 
The Holley Kwik Wate?—Smith, Kirk- 
patrick & Co., Inc. 

ANSWER: Holley Carburetor Co., 
Detroit, Mich. 

oa * * 

New Haven, Conn.: Who makes 
steel curtain stretchers, consisting of 
two steel rods that pass through the 
curtain, with provision for suspending 
by the top rod?—The F. E. Fowler Co. 

ANSWER: Western Newell Mfg. Co., 
Freeport, Ill., and Peerless Mfg. Co., 
1426 W. Third St., Cleveland, Ohio. 


* + 


SuMMERSIDE, Prince Epwarp _Is- 
LAND: Who makes steel or brass combs 
for combing fox fur, with or without 
wood handles?—Brace, Mackay & Co., 
Ltd. 

ANSWER: Westpfal Cutlery, Inc., 
36 E. 28th St., New York City. 


* © ¢@ 


Cuariton, Iowa: Where can we ob- 
tain information on a fireplace Heat- 
ilator?—Dunshee Bros. 

ANSWER: Heatilator Co., Syracuse, 
N: Y¥. 

* * * 

Austin, Minn.: Where can we buy 
Marblex, a clay used for making dolls? 
—Standard Hardware Co. 

ANSWER: American Art Clay Co., 
4717 W. 16th St., Indianapolis, Ind. 


* * * 


ABILENE, Kan.: Who makes Vapoo, 
a cleaner for rugs and upholstered fur- 
niture? — Western Retail Implement 
and Hardware Association. 

ANSWER: Vapoo Products Co., 1775 
Broadway, New York City. 


* + 


Union City, N. J.: Where can I 
purchase an electric food or cheese 
grater, such as is used for grating 
cheese for spaghetti?—Thomas Najar- 
jan. 

ANSWER: Baccellieri Bros. Mfg. 
Co., 924 S. 11th St., Philadelphia, Pa., 
and Schroeter Bros., 415 N. Eighth St., 
St. Louis, Mo. 
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Antique Bronze 
Brass - - - Copper 








HANOVER 


SUPER-APEX 


Electro -ZINC - plated 











Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 





















Makes 
Constant 
Sales 


Hardware Dealers 
who are showing this 
new, colorful and at- 
tractive all-metal 


REVOLVING DISPLAY CABINET 


Containing 72 Packets of 


Moore Push-Pins 


Aluminum and Glass heads 
and 


Moore Push-less Hangers 


are now buying refills in large quantities. 


You can have these extra profits too. No 
charge for the Cabinet. Simply order the 
assortment from your Jobber. 


MOORE PUSH-PIN CO. 


113-125 Berkley St. Philadelphia, Pa. 
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Heartily welcomed by housewives who appreciate its 
safe, convenient, time-saving features, the ATLAS "flat 
style" '/g Ib. box has become the outstanding family 
favorite. For those many odd jobs around the house, 





father, mother and junior all agree on 
ATLAS quality tacks in the new, prac- 
tical "flat style” box. 

Sell your trade this fast-moving item—they're 
waiting for it! Stock the complete ATLAS Line. 


Distributed through Hardware Jobbers 


ATLAS TACK CORP. 








Fairhaven, Massachusetts 












BALTZLY 
STOVE 





Lowest priced lift truck on the market. Designed for mov- 
ing stoves, parlor furnaces, radios and general freight han- 
dling. Platform lowers to go under load. Raised with hand 
lever. Truck is sturdy, with capacity of !/2 ton, length 72” over 
all. Easy to operate. Model 9320 made with metal wheels 
—Model 932! with rubber tired wheels. 


We also make a new type one-man truck for moving heavy 
refrigerators—capacity 1800 Ibs.—Model 9335. 


Write for complete information. 


ARCADE 


HARDWARE 














ARCADE MFG. CO., FREEPORT, ILL. \ 
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CONVENTION CALENDAR 


Cauirornia Retail Hardware and Implement Association 
Thirty-fourth Annual Convention and Exhibition, Hotel 
Whitcomb, San Francisco, Cal., Feb. 12 to 14 inclusive; 
1935. Le Roy Smith, manager-treasurer, 417 Market St.. 
San Francisco, Cal. 

IpaHo Retail Hardware and Implement Dealers’ Association 
Annual Convention, Boise, Idaho, Jan. 22 and 23, 1935. 
E.. E. Lucas, secretary, N. 1811 Atlantic St., Spokane, 
Wash. 

Ituinois Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibition, Armory, Peoria, IIl., Feb. 5 to 
7. 1935. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, III. 

InpIANA Retail Hardware Association Annual Convention and 
Exhibition, Indianapolis, Ind., Jan. 29 to Feb. 1 inclusive, 
1935. G. F. Sheely, managing director, 130 E. Washington 
Bldg., Indianapolis, Ind. 

Iowa Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibition, Des Moines, Iowa, Feb. 12 to 
15 inclusive, 1935. Exhibition: 
Coliseum. Philip R. Jacobson, secretary, Mason City, Iowa. 


Sessions: Hotel Savery. 


Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibition, Seelbach Hotel, Louisville, Ky.. 
Jan. 22 to 24 inclusive, 1935. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville, Ky. 

Micuican Retail Hardware Association Annual Convention 
and Exhibition, Grand Rapids, Mich., Feb.. 12 to 15 in- 
clusive, 1935. Sessions: Hotel Pantlind. Exhibition: Civic 
Auditorium. Harold W. Bervig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 

Minnesota Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, St. Paul Auditorium, St. Paul. 


Minn., Jan. 22 to 25 inclusive, 1935. C. J. Christopher. 
manager, Nicollett and Twenty-fourth Sts., Minneapolis. 


Minn. 

Missovurt Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 


Mountain States Hardware and Implement Association 
Thirty-third Annual Convention, Cosmopolitan Hotel, Den 
ver. Colo., Jan. 14 to 16 inclusive, 1935. John T. Bartlett. 


secretary, 2005 Mapleton Ave., Boulder, Colo. 


NeprasKkA Retail Hardware Association Thirty-fourth Annual 
Convention and Exhibition, Hotel Fontenelle. Omaha, Neb., 


Feb. 5 to 7 inclusive, 1935. George H. Dietz, secretary. 
414 Little Bldg., Lincoln, Neb. 
New Encianp Hardware Dealers Association Forty-second 


Annual Convention and Exhibition, Hotel Statler, Boston, 
Mass., March 6 to 8 inclusive, 1935. Guy C. Small, secre- 
tary pro tem., 140 Federal St., Boston, Mass. 

New York State Retail Hardware Association Thirty-third 
Annual Convention and Exhibition, Hotel Statler, Bufialo. 
N. Y.. Feb. 12 to 15 inclusive, 1935. John B. Foley, secre- 
tary. 510 Hills Bldg., Syracuse, N. Y. 

Nortu Dakota Retail Hardware Annual 
vention and Exhibition, Community Memorial Bldg., Bis- 
marck, N. D., Feb. 5 to 7 inclusive, 1935. Louis» J. 
Thompson, secretary, 21 Clifford Bldg., Grand Forks, N. D. 


Onto Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive, 
1935. Deshler-Wallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St., 
Columbus, Ohio. 


Association Con- 


Sessions: 
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©«KLAHOMA Hardware and Implement Association Thirty- 
second Annual Convention and Exhibition, Shrine Temple, 
Oklahoma City, Okla., Jan. 29 to 31 inclusive, 1935. 
Charles F. Nelson, secretary, 301 Key Bldg.. Oklahoma 
City, Okla. 


Paciric NortHwest Hardware and Implement Association 
Annual Convention, Spokane, Wash., Jan. 29 and 30, 1935. 
W. H. Richardson, secretary, Harrington, Wash. 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo, Tex., Feb. 4 to 6 inclusive, 1935. 
C. L. Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel, 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia. 


Soutu Dakota Retail Hardware Association Thirtieth An- 
nual Convention and Exhibition, Coliseum, Sioux Falls, 
S. D., Jan. 29 to 31 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis. 


SOUTHEASTERN Retail Hardware and Implement Association 
Twenty-first Annual Convention and Exhibition, City Audi- 
torium, Atlanta, Ga., May 7 to 11 inclusive, 1935. H. M. 
Simmons, secretary, 317 Ten Forsyth Street Bldg., Atlanta. 


SOUTHERN CALIFORNIA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles. 


SouTHERN Hardware Jobbers Association Forty-fifth Annual 
Convention, in conjunction with the Sixty-ninth Semi- 
Annual Convention of the American Hardware Manufac- 
turers Association, Miami, Fla., April 8 to 11 inclusive. 
1935. Secretary, Manufacturers Assn.: Chas. F. Rockwell, 
342 Madison Ave., New York City. Secretary, Southern 
Jobbers Assn.: T. W. McAllister, Grant Bldg., Atlanta, Ga. 


Texas Hardware and Implement Association Thirty-seventh 
Annual Convention and Exhibition, Galvez Hotel, Galves- 
ton, Tex., Jan. 22 to 24 inclusive, 1935. Dan Scoates, secre- 
tary, College Station, Tex. 


Toy, Manufacturers of the U. S. A., Inc., Eighteenth Annual 
Convention, Hotel McAlpin, New York City, Dec. 5 to 7 
inclusive, 1934. James L. Fri, managing director, 200 Fifth 
Ave., New York City. 


VircintA Retail Hardware Association Annual Convention. 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. 


West Vircinta Hardware Association Annual Convention, 
Windsor Hotel, Wheeling, W. Va., Jan. 17 and 18, 1935. 
H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


Wesvern Retail Implement and Hardware Association Forty- 
sixth Annual Convention and Hardware Show, Kansas 
City, Mo., Jan. 15 to 17 inclusive, 1935. Sessions: Ararat 
Temple. Headquarters: Baltimore Hotel. Show: Con- 
vention Hall. Show secretary: Louis W. Shouse, Kansas 
City, Mo. Assn. secretary: H. J. Hodge, Abilene, Kan. 


Wisconsin Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, Auditorium, Milwaukee, Wis., 
Feb. 5 to 8 inclusive, 1935. H. A. Lewis, executive secre- 
tary, Stevens Point, Wis. George W. Korneley, exhibit 
manager, 3374 N. Green Bay Ave., Milwaukee, Wis. 
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Last 
Call 


for 


Holiday Orders 


Check stock now and make sure that 
you can supply the demands of late 
Christmas shoppers for Colson Veloci- 
pedes, Racers, Scooters and Bicycles. 





Colson promises instant attention to 
your orders, but urges you to avoid 
waiting until the last minute, so act 
today. 


THE COLSON 
Iso COMPANY 


ELYRIA, OHIO 
CHILDREN'S VEHICLES AND BICYCLES 


For Hardware and Supply Trades 


We manufacture sHEETs of recognized reputation and 
value. For roofing, siding, gutters, spouting, air con- 
ditioning systems and general sheet metal work, use 


Keystone Copper Stee! Sheets 





for lasting service and maximum 
resistance to corrosion. Insist upon 
AMERICAN Black Sheets, Keystone 
Quality Sheets, Apollo Best Bloom 
Galvanized Sheets, Galvannealed 


Sheets, Heavy-Coated Galvanized 
Sheets, Formed Roofing and Siding 
Products, Terne Plates, and USS 
STAINLESS and Heat Resisting 
Steel Sheets. Write for information, 





AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


I 
sipsary oF UNITED UC stares sTeeL CoRPOr 
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‘yl VE TISEN canada 
9.000.000 READERS 


From December 1934 to April 1935 inclusive, over nine million 
boys, girls and grown-ups will read why ‘‘CHICAGO” Roller Skates 
are more economical to buy than cheap skates. Forceful messages 
will appear each month in leading Boy and Girl publications. 
Saturday Evening Pust, Collier’s, and others will be used— 


TO HELP YOU MAKE MONEY 


Dealers tired of slim profits, price wars and no protection can 
enjoy our policies of doing business, make fair profits and with full 
confidence offer their customers these two trade-marked skates— 
the finest money can buy—as the most economical to buy. 


The 


~ Sa “a ~ AS. 
ee scOUr W orld’s “HICAGo > * 
FL A Roller Skates Greatest w) Roller Saates 



























Join Us in 


Our Efforts 


Get behind the 
products that offer 
you protection and fair 
profits. It will help your 
business in more Ways 
than one. Check up your 
stock—Get your jobber 
to send you some 
“CHICAGOS” and tie 
up with our national ad- 
vertising. 


| NO. 101 
TRIPLE-TREAD 


“TRIPLE-WARE” 


Write for Skate Display, “Sales Pointers” for your clerks, and 
Booklets *‘How to Roller Skate” for distribution 


CHICAGO ROLLER SKATE CO. 


Roller Skates with Records for Over 30 Years 


| 4456 W. Lake St. Chicago, Ill. 














... See why you can sell more... 


Sevmove Smith PRUNERS 














COR Res re 


NATIONALLY ADVERTISED to over 24,000,000 
consumers this spring in these leading magazines, 
Sevmove Smitn Pruners, always so saleable, will en- 


joy greater sales volume than ever before. 


A COMPLETE LINE of Hedge, Grass, Lopping 
Shears, Pruning Shears and Saws, Pole Tree Pruners, 
etc., including the famous Snap-Cut, Super-Cut and 
Clipper Pruners. 


é 
THOROUGHLY MERCHANDISED with beautiful 
packages and display cartons, show cards, demonstra- 
tion kits, pruning booklets and folders. 
HERE’S THE MOST VALUABLE 
PRUNER CAMPAIGN ever LAUNCHED 


Write for complete information 


Sevmoue Smith & SON, INC. 


OAKVILLE, CONNECTICUT, U.S. A. 
Sales Representatives 


JOHN H. GRAHAM & CO., INC. 
113 CHAMBERS ST. NEW YORK CITY 
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ARMSTRONG 


Drop-Forged 
<C°"? CLAMPS 


There are few things worse than a clamp 
that fails, no surer way to lose business 
than to sell them. 


Today tool buyers expect value and the 
surest way to give it in “C” Clamps is to 
sell ARMSTRONG Drop Forged clamps 
that never fail. Drop Forged from special 
steel, accurately machined with screws of 
special steel, they will not spring, spread or 
loosen. 4 types. All sizes. A name that 
brings business; the quality to hold it. 


& 


Write for Circu- 
faeces 6e@n COL 
Clamps and other 
hardware lines. 


ARMSTRONG BROS. TOOL CO. 
“The Toot Holder Peopte” 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette St. 





National Housing 
Program Is Selling 


More RED DEVIL 
Glass Cutters 


® 
024 ... Preferred 
by Glaziers ... 
Best for Amateurs 


Home repairs on Govern- 
ment Loans mean increased 
demand for qlass — and 
more Glass Cutters sold. 


Sure cutting and extra wear 
—that is what you hand your 
customer in a Red Devil 
024 Glass Cutter—and you 
hand yourself a good profit. 




















"It's 

ALL In Red Devil GLAZIERS’ 
The POINTS . .. 5¢ Packages 
WHEEL" Each with Point Driver. 


12 in Display Container 





LANDON P. SMITH, Inc 
IRVINGTON, N 





How’s the Hardware Business? 


(Continued from page 51) 


$12.14 each for licenses, tackle, trans- 
portation, guides, boat hire, live bait, 
food, oil, hotel accommodations and 
lodgings, according to Commissioner 
Frank T. Bell of the Commerce Depart- 
ment’s Bureau of Fisheries. 4,858,178 
paid for licenses last year. Fishing 
equipment was only a small part of the 
angler’s budget for the season as an 
average of 81 cents each was spent for 
tackle of various kinds. 

* * * 


The General Electric Company’s 
board of directors at a New York City 
meeting on Nov. 23 declared the 149th 
dividend on common stock and the 49th 
dividend on special stock, payable to 
stockholders of record on Dec. 28, 1934. 
The dividends on both common and 
special stock of 15 cents per share are 
to be paid on Jan. 25, 1935. 


-— ae 


A. G. Spalding & Bros. are 
gradually increasing production at 
their Chicopee Center and Willimansett 
plants, having added about 200 em- 
ployees since Nov. 1, bringing the num- 
ber employed at present to about 700. 
Progressive additions to the payrolls are 
planned until production reaches its sea- 
sonal peak with 1000 employed during 
the period from Jan. 15 and Feb. 1. 
Due principally to PWA and FERA 
projects a small increase is reported for 
playground equipment. 

7 * — 


Prospects for farm equipment 
sales are the best since 1930. Because 
of the improvement in agricultural re- 
turns to the farmer and the funds being 
distributed through crop benefit pay- 
ments by the Government, manufac- 
turers of farm equipment are anticipat- 
ing the largest sales next spring that 
have been recorded since 1930. This 
outlook is reported by Dun & Brad- 
street, Inc., in a recent review of the 
Farm Equipment Trade. Some of the 
less conservative manufacturers are 
making preparations for a 100 per cent 
improvement in the industry next year. 

* * * 


Business prospects in the South- 
east for the coming year are reported 
as very bright. Farmers in that section 
are said to have had splendid crop yields 
which are being marketed at prices that 
are entirely satisfactory. Some hard- 
ware wholesalers in this territory are 
reporting business running at peak 
levels, with collections far ahead of re- 
cent times. Some accounts are being 
collected, which had long since been 
marked off the books and charged to 
“profit and loss.” 


Hardware manufacturers are 
cheerful according to an executive who 
has just returned. from an extended trip, 
during which he called on many manu- 
facturers of hardware and allied prod- 
ucts. He reports: “All of them seemed 
to be very happy; all had good business 
on their books; most all of them ex- 
pected to close the year with a profit, 
and everyone, without exception, was 
looking forward to a greatly improved 
business in 1935.” 


* * * 


Directors of Kelvinator Corp., 
Detroit, at a meeting held on Nov. 22, 
declared an extra dividend of 20 cents 
per share out of net earnings of the 
fiscal year ended Sept. 30, 1934, and in 
addition declared the regular quarterly 
dividend of 12% cents per share, both 
dividends payable Jan. 2, 1935, to stock- 
holders of record at the close of business 
Dec. 5, 1934. Net earnings for the fiscal 
year ended Sept. 30, 1934, in accordance 
with a preliminary report, are $1,203,- 
438.76 after all charges including taxes 
and depreciation at established rates, 
but not including the company’s propor- 
tion of the net earnings of Kelvinator of 
Canada, Ltd. These earnings are equiva- 
lent to $1.08 per share and compare with 
$723,560.66 or 64 cents per share for 
the preceding fiscal year. 

* * * 


As the Better Housing Program 
ends its 15th week of existence reports 
from many sources give evidence of the 
good work it is doing for business and 
employment. In the week ended Nov. 
23, 316 more lending agencies joined 
the ranks of those entitled to make loans 
under the Modernization Credit Plan, 
bringing the figure up to 11,157. 5584 
new loans have been issued, making the 
total 47,159. $2,416,695 in moderniza- 
tion credits were issued during the week, 
making the amount loaned so far $20,- 
004,545. 


* + 


Bradstreet’s latest weekly review 
reported a stronger interest in dry 
goods, hardware, groceries, drugs, 
jewelry, furniture and house furnish- 
ings, combined with substantial pur- 
chases of gift items. This lifted retail 
sales for the week 8 to 12 per cent over 
the preceding week, and 18 to 25 per 
cent over this period in 1933. This 
agency estimates that December retail 
selling will exceed 1933 by 30 to 40 
per cent. Building materials continue 
to feel the impetus of the renovation 
drive, with makers of paints and plumb- 
ing supplies reporting striking gains 
over 1933. Reports of increased pro- 
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Sell Them 
by the set 


’ 





ob IE REL AE MELE He aa Ate nes cnt I 


Sets of 9, 11, 17 bits are fur- 
ct cases for 
the convenience of the users. 








It isn’t hard. Every mechanic needs the entire set in hig work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 


Forstner Bits are the only bits that are not dependent on a center or s 
—_— to guide them. They cut from the outer rim. The entire surface is 
t work all the time, no jagged ends; every part of the work is smooth and 
. They bore their way through hard, knotty, cross grained wood, 
Raving &@ smooth hole and clean, polished surface. 
Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 


DRIVER 
“700” 
Bench Saw 


Retails for $21.95 


with new miter gauge 


mrasaganen teense 


Dealers are making excellent profit from Driver Power Tools. 


There are severai very gooa reasons, One—The Wajiker-Turner 
Company through their efforts have popularized the home crafts- 
man’s workshop. Two—There’s a variety and range toe the line. 


This year Driver puts more sales ammunition in your hands. New, 
advanced design, sturdier constructed power tools, added features 
and improvements, and an advertising campaign and dealer helps 
that bring customers to your doorstep. 


Let our representative give you full particulars. 


WALKER TURNER CO., INC. 
5124 Berckman St., Plainfield, N. J. 


= 4. 


4 


DRIVER POWER -* TOOLS 
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+ The Kig ht Price 


ONE PROBLEM DEALER PROFITS 


Solved! 


Solder is our problem—and we've licked itl 
We spent time and money on research—de- 
veloped Berry's "Leek-Pruf'’ Acid Core Solder 
—eliminated sputter, leakage and fumes. We 
packaged it in the right sizes—wound it on 
the right spools—packed it in the right dis- 
play boxes. Then we added and found we had 
the right answer—as many a wise dealer can 
testify. Ask your jobber. BERRY SOLDER CO, 
Inc., 19 Rector Street, New York. Industrial and 
Packaged Solder. 


“The Solder 
that’s Mer- 


chandised 
= Fed LDER 
Dealer- 


we Hard acid core 
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BERRY'S 

















TO CARRY 












STAONAL Marking Crayons are 
free from grit and always make a 
-_ indelible, waterproof mark. 
. 4 STAONAL is the one 
PO it answer to the problem 
of marking Transparent Cellulose 
and Glass. NO. 2 STAONAL is un- 
excelled for marking Parcel Post 
and Express Packages. NO. 29 
STAONAL AL is a hard-pressed Lum- 
ber Crayon for marking on green, 
wet and dry lumber. All three are 
furnished in Black and Colors. 
Made by the Sole Makers of 
CRAYOLA, the world’s — -sell- 
ing drawing crayon brand. 


BINNEY & SMITH CO. 


Room 1952 41 EAST 42nd STREET 
NEW YORK 
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SPECIAL FALL DEAL 
pays OVER 50% mark-up 


ON NEW LOW PRICES 


Deal gives retailer complete, 
balanced stock of four popu- 
lar sizes for less than $10. 
Display rack, sign and 50 ad- 
vertising circulars (as illus- 
trated) free with each deal. 

Skillets have perfect frying 
surface of mirror-finish chrom- 
ium. Nationally advertised to 
nearly 6,000,000 families from 
coast to coast. Write today 
for full details. Address: 


THE EVEREDY COMPANY 
Frederick, Maryland 


EVEREDY 


Chromium Plated Steel 


SKILLETS 


ROCHESTER 
SASH BALANCES 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 














Write for prices. 
Rechester Sash Balance Co., ine. 








Rochester, N. Y. 


d Time-Tested 
PRODUCT AND 
aX REPUTATION 








» Bemiss St. 
MILLDALE, CONN. 


THE IRWIN AUGER BIT CO. 





SSCLARK BROS. BOLT CO. 





; duction come also from machinery and 
electrical equipment makers and many 
| other lines. 


* * * 


Members of the steel industry, 
with orders reaching the highest level 
since June and operations up again last 
week to 28.1 per cent of capacity, are 
viewing the market and outlook more 
cheerfully. The gradual rise in order- 





| stocks 


| ing is attributed principally to larger 
| orders from automobile manufacturers. 


Farm equipment makers, too, have ac- 
counted for a considerable share of the 
moderate increase. General consumer 
also are abnormally low. The 
finishing mills of the larger companies 
are now absorbing a larger share of their 





raw steel production. 


= &«@ 


Reaffirmation of present prices on 
pig iron and finished steel to extend into 
the first quarter has had a salutary ef- 
fect by removing uncertainty from the 
minds of buyers who were disposed to 
wait out the market. This assurance of 
price steadiness is counted on to speed 
up iron and steel bookings, including the 
hardware trade’s standbys such as nails 
and wire: products, sheets, steel pipe, 
and the like. There was understood to 
be considerable sentiment among the 
smaller mills for reducing prices as a 
method of increasing sales. The opinion 
has evidently prevailed, however, that 
no increase in demand could be obtained 
in sufficient measure to warrant the sac- 
rifice of values. There was a heavy loss 
per ton on all ingot steel produced dur- 
ing the third quarter, and while volume 
‘is badly needed, it cannot be purchased 
at too great a price. 


* * # 


Construction contract awards for 
October in 37 states east of the Rockies 
were the largest since March for all 
classes. The total of $135,524,800 for 
October represented gains over Septem- 
ber in all 13 districts reporting to the 


F. W. Dodge Corporation, with the ex-' 


ception of upstate New York. The Sep- 
tember total was $110,151,200, and Oc- 
tober, 1933, was $145,367,200. Resi- 
dential contract records proved out- 
standing with a gain of nearly 50 per 
cent over September. The residential 
total exceeded the same month of 1933 
by more than 20 per cent. In the first 
10 months of this year Dodge reported 
construction awards totaling $1,338,986,- 
000 as against $886,158,000 for the same 
period of last year. Gains over 1933 
were reported as 248 millions in public 
works, 149 millions in nonresidential 
building, 43 millions in public utilities, 





and 12 millions in residential building. 


The Department of Labor reported 
that wholesale commodity prices in- 
creased slightly during the week ended 
Nov. 17. Prices then were 76.7 per cent 
of their 1926 average, compared with 
76.6 per cent the previous week and 
71.7 per cent the corresponding week of 
last year. The current index is 28% 
per cent above the 1933 (March) low, 
but 2014 per cent below the high point 
of 1929 (July). 


Production of electricity in the 
United States during the Nov. 17 week 
rose to the highest level in nearly four 
years to a total of 1,691,046,000 kilo- 
watt hours. The preceding peak was 
attained in January, 1931. The total 
for the latest week was 4.6 per cent 
above the corresponding record of last 
year and .9 per cent greater than during 
the preceding week, according to figures 
issued by the Edison Electric Institute. 


Retail stores in 70 cities showed 
an average increase of 9.8 per cent in 
dollar sales for the first 13 shopping 
days in November, as compared with the 
same period last year, according to the 
National Retail Dry Goods Association. 
This gain was 1.8 per cent better than 
the increase attained during the first 


half of October. 


Business failures in the United 
States again took a decided drop, to a 
total of 208 for the week ended Nov. 
15, as reported to Dun & Bradstreet, 
Inc. For the two weeks preceding, de- 
faults numbered 223 and 233 respec- 
tively, and for the corresponding week 
of last year there were 259. The bet- 
terment was largely in the Pacific Coast 
States. . Fewer failures also were re- 
ported in the east and the mid-west, 
but in the south the number was some- 
what higher. 


Railroad freight traffic held up 
better than usual during the week end- 
ing Nov. 17, making the third. consecu- 
tive week of improvement. ‘However. 
the betterment was not so sensational 
as at this time a year ago and car load- 
ings dipped below 1933. ' Shipments 
for the nation totaled 584,525 cars, 10.- 
407. cars below the previous week, but 
only about three-quarters of the average 
mid-November decline for the last 10 
years. Shipments, for the week were 
11,902 cars above 1932, and made the 
most favorable comparison with 1931 
since the close of last year. 
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yer cent The genuine STAR Heel 
i I}. 2 6 . 6 ” 

od with All Patterns—Boston, New York, Seattle, OTHER GOOD Plates sell like “hot cakes. 

ek and Providence, New Haven, Crisfield SELLERS They’re best known. Deal- 


Paper Hangers’ 


28%, R. MURPHY’S STAY-SHARP | sv. -— i ee ae 


i i | Cut ‘2 Size “ a 
oe | ’ only more profits 


h) low, 
h point OYSTER KNIVES wor dna yo ‘| But More Satisfied Customers 








Sloyd Knives 
Got these-she knives preferred—the knives that | Cigar —_ who also buy other goods. Nine sizes to fit smallest to 
ane hci ilps oystermen. coke eaten it largest shoes. One-quarter gross pairs in box. Also 3 
ecognized standard in knives for 84 years. | pisster Knives pairs assorted on cards. Sold by Leading Jobbers. Send 


They stay sharp—stand the unusually hard usage 















































































of the trade as none other—and prices are right. Retahes Katee } for Samples and Prices. 
in the Order today. eoeed "Sand | Dl Py x ’ 
7 week Write for Complete Catalog. A. w - | * STAR HEEL PLATE q oO. Y 
’ 2 Newark N. J. OF! 
7 = ROBERT MURPHY’S SONS CO.. Ayer, Mass., Est. 1850 | 
1l0- al : 
ak was 
e total 
er cent Works 
of last Well Sells Well In Stores 
— In Mechanics and motorists buy 
gures : | }| Corners the B. & C. Adjustable “S” 
stitute. Mention to the Christmas &4 Nut Wrench because it works 
shopper that Nicholson Files well in corners and confined 
will be most acceptable to friends ghee, Csick eliemment, ene 
who like to work with wood and metal. | in ail aie le catia aithin 
Nicholson File Advertising is selling |  s i nr Bern ner . * 
showed this idea now in magazine advertising and | pg ne re _ 
cent in your mention of it will bring you file sales. | ‘ ; 
opping Your jobber carries Nicholson Files. | Ask Your Jobber 
ith the Nicholson File Company, Providence, | 
vob Rhode Island, U. 8. A. | BEMIS & CALL CO. 
ciation. Genuit’ NICHOLSON FILES | Springfield Mass. 
= then A FILE FOR EVERY PURPOSE 
.e first 
41 4] 66 59 
MOLY P SURE-GRIP 
: > GALVANIZED STEEL 
ne Of Hack Saw Blades*p 
Cm 2 Hack Saw Blades*i HOSE CLAMPS 
d Nov. | ( GARDEN | 
Latreet. sell themselves | HYDRANT 
ng, de- mee 
respec- on f HOSE 
x week STEAM | 
he bet- SUCTION } 
> Coast Send for Complete Price List 
= re- Sold by Leading Distributors 
-west, 
; some- J. R. CLANCY, Inc. 
Syracuse ; N. Y. 
They look better; they cut straighter, 
dd ep faster and easier. They have proven Learn How 
; . ! 
k end- their worth in all classes of work. —, 
ynsecu- 
ywever. “Moly's” sell for less but move faster. FREE! 
ational Stock “Moly's“and you will sell “Moly's”. outing a cole a 
r load- articles on how handles 
are made—to help job- 
pments men’ KNOW TH ETR 
rs, 10,- MERCHANDISE. If you 
didn't save this series, 
*k, but send for our catalog 
page showing this in 
verage oth hy 
ast 10 tell. ‘The more Pane tell, 
: were the more you sell. 
de the YW CLEMSON BROS., INc. AMERICAN 
» 1931 £ MIDDLETOWN, N. Y HANDLE CO. 
Sold only through distributors 3 Jonesboro, Arkansas 
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oil burner dealers and owners. Retalis 

8 oz. can 50¢, 20 oz. 
ep cleaning job requires 3 oz.) 

Liberal d 

guns. Write— 





41 
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501 No. Prior Ave. 





troys 
1 burners, heat- 
and prevents 
In demand wonmae by 
$1.00, 32 az. $1.50 


iscounts, also extra profit on spray 


SIMPLEX HEATER CONTROL CO. 
St. Paul, Minn. 





or use on all Gasoline 
omen 1 -y) and = 


of Mantles—No. 333 Heavy 
Weave Rayon Mantle, Ne. 
161 Cotton Mantle, and 


Mantie. All je types 
acid-free and FW ie 
meisture- proof 
envelopes, dozen 





and gross-size ‘is ear- 
ton. From your a 
write us direct. 


LINDSAY LIQHTCO., CHICAGO, U.S.A. 








TRADE MARK REG 


ACID CORE SOLDER 






A super-solder made 


ny Ls 
mio Hou} from virgin metal, 
Ror @ bf cored with a better 
" my ux is the secret of 


why users like it best. 


Profitable seller. Send 


for Free Sample. 


The Ruby Chemical Co. 


58 McDowell St., Columbus, Ohio 








The Original 
“HORSESHOE MAGNET” 
HAMMERS 





Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 














Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 


of this steady business? 


JOHNSON’S LABORATORY, las. 
Worcester, Mass. 








You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns 

















Some Hardware Items in 
Southern France 


(Continued from page 58) 


from 4 in. to 10. in. are displayed. 
Because of higher labor costs since 
the war, houses and gardens are now 
being surrounded by ornamental 
wire and iron fences instead of the 
five and six foot solid masonry walls 
topped by broken bottles, which were 
common before the war. Partly be- 
cause of the small size of the average 
field, not much power farm machin- 
ery is used. Alfalfa and hay are 
cut with scythes and a cradle was 
seen in use in harvesting a small 
wheat field. Portable sprayers must 
be used in most vineyards which are 
planted on southern slopes with 
angles as steep as 60 deg. The own- 
ers of some of the larger vineyards 
shoot powerful bombs into the air 
when heavy clouds form over the 
hills to prevent the formation of 
destructive hail. 

The bicycle department in a 
French store corresponds to the auto 
accessory department in an Ameri- 
can store. Lights, bells, ornaments, 
carrying devices of all kinds, are 
featured for this vehicle of great util- 
ity. Coaster brakes are unknown, 
the rider controlling his bicycle by 
hand levers which press brake blocks 
against the wheel rims. The balloon 
tire is a greater contrast in France 
because the old-fashioned tire is less 
than an inch in diameter. To illus- 
trate its universality, the following 
have been seen on bicycles on the 


streets of Grenoble: the widow with 
long, trailing veil; the priest in black 
robes and wide-brimmed shallow 
derby; a painter with two 10 ft. 
sections of an extension ladder; a 
peg-legged glazier with a 20 x 24 
light in a glass carrier; a grocer 
with five dozen eggs resting loosely 
on straw in a basket; the portly 
lawyer with wing collar; the thrifty 
housewife with shopping bag bulg- 
ing with vegetables; the matron with 
her infant securely strapped in its 
basket before the handle bars. Small 
wonder that the bicycle department 
is important. 

Retail price comparisons would | 
be interesting to an American mer- 
chant but the devaluation of the dol- 
lar makes such comparison difficult. 
However, the price of fly swatters is 
high, regardless of the New Deal. 
An ordinary wire cloth 10-cent 
American fly swatter was bought in 
Grenoble this summer for 41% francs, 
which is equivalent to 18 cents be- 
fore 1933 and 31 cents at the present 
time. The reason is simply that the 
French do not bother about flies and 
mosquitoes. In two months of wan- 
dering around Grenoble, only three 
screened windows were seen. The 
bakery and delicatessen shops have 
long strings of beads or No. 4 dog 
chain across the doorway, which 
theoretically discourages the flies. 
Other food stores are wide open. 





Three-in-One Safety League 
Shows Consistent Growth 


(Continued from page 74) 


safety talks by the Mayor. police offi- 
cers and lawyers.” 

Increased sales and good will for 
the manufacturer are also expressed 
by the dealers, as shown by the fol- 
lowing letter from Charles W. 
Yoerges, a hardware merchant of 
Van Nest, N. Y.: “Up-to-date since 
you started the Safety League, I have 
counted 900 boys and girls and 
parents who have called at my store 
and were interested in this wonderful 
idea. School teachers, Sunday 


School teachers from here and towns 
nearby are very much pleased to 
help explain to the children the great 
work you have started.” 





“The slogan of the Safety League 
is Caution—Courtesy. Cooperation 
and the cooperation of the dealers is 
playing a magnificent part in getting 
this essential message over to the 
children,” Miss Liggett says. “We 
have even had enthusiastic letters 
from foreign countries asking for de- 
tails of the plan so they can adapt 
it to their own needs. The countries 
in which bicycling is most popular 
are showing exceptional interest.” 

Permanent headquarters are at 80 
Varick Street, New York City, and 
requests addressed there or to the 
Three-In-One Co. will bring any in- 
formation about the League. 
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ili GARDEX RO A . 4006 
Gro $ $ S Te r I I I Z e d “ys le = Pansegivacell r. up seed 


and plant beds. Makes six exactly parallel seed 


drills at one time. Drawn crosswise over opened fur- 

rows, it marks off equal distances for young seedlings 

er to be planted in a row. Its curved blades are adjust- 
with able to different widths. Blades may be instantly re- 
moved without use of screws or wedges. A durable, 


black f 
lifetime tool. Big seller 


allow “increase Sales , for planting season. 


0 ft. Send for Complete List of New 
er: a GARDEX Tools that bring real 
° 


x 24 Ask your jobber CAR DE 


aly W. W. CROSS &CO. INC. 
| EAST JAFFREY N.H. Farm and Garden Tools 


































































































yortly 
hrifty Michigan City Indiana 
bulg- 
| with Winter 
in its Hold-Heet air Conditioner RE | AILS 
Small Special 25% discount, Dealer Introductory Price FOR 
The finest unit buil lless of pri 
tment best looking—years ahesd of other’ equip- 
ment in advanced engineering features and Gardiner Repair-All Solder (Acid- 
new (patented) noiseless Planoidal Blower. core) in the handy full sized pack- 
vould One Standardized Unit takes care of the ages at this low retail price will meet 
: 2-room Bungalow or the 10-room house, of chain store competition, and still 
mer- ee of furnaces. 7 100-Speed Con- sive you a normal profit. 
dol- — gp Pn yg - —— ——— Gardiner Rosin-core Solder (for 
Raaiie on Sight-from demonstration = sone boos pete. work) is available at the same 
: mproved methods of manufacture 
prs 1s Shows Good ~ 7 make possible the 
Deal. Profit at... * highest quality sol- 
t y ° 
)-cent installed. CT Wd} 2, T° ally A Mage é. 
ht in masa ~~ a nee on eens * Ww supply you. 
alten ene 9 eet line of Air Conditioning Equip- (ry ACID- CORE SOLDER GARDINER METAL co. 
” Russell Electric Company, Mfrs. 4821 S. Campbell Ave. 
s be- 378 West Huron St. Chicago, U. S. A. Also in 1, 5 and 20-lb. spools Chicago Iinois 
esent 
it the 
s and Sherman BRASS-KING a 
wan- 
three Su BRUSH 'H NU, Made of 
Th ee eR wrought 
e brass; __light, 
have but _ strong, 
| dog practical and 
which - 
flies Lowest Priced Hose Nozzle Made 
n While not comparable in quality with the Sherman 
. Diamond Nozzle, it meets all competition and gives cus- 
tomers better service than ordinary “Cheap” hose nozzles. 
Combines spray, straight stream and shut off. 12 in 
carton—12 doz. in case. Weight about 35 lbs. Sold through 
, BRUSH-NU COM PANY |... Jobbers. 
BALTIMORE MARYLAND H. B. Sherman Mig. Co. Battle Creek, Mich. 
-ague ’ 
ation The Shopper’s Eyes 
whoa Make the Shoppers Buy 
*ttin 
= ? - Display it and you 
a. e sell it. 
We f : Here are three items in 
otters SAMSON CORDAGE WORKS kitchen oy oe 
" ; in price from to 
Hae BOSTON, MASS. cents that will increase 
idap ~ ~ your cutlery sales. 
itries wate) o| CORD 
oular SAMSON SPOT PHOENIX and SACHEM brands 
t. each the standard of quality forits particular use. 
at oe “There IS a Difference in Sash Cord” 
an 
. the OTHER BRAIDED CORDS~ COTTON TWINES Wysito Dest, 2088 te De 
. / P NDERS, FRARY RK 
y in- Send for catalogue, samples and selling information — ORITAIN — 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 





THE FOLLOWING RATES 
apply to “Help Wanted,” “Business Oppor- 


tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Maximum of 50 words..... $3.00 

Each additional word ..........+.+ 06 

All Capitals, Maximum of 50 words.. 4.00 

Each additional word .........-- .06 


Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 





Send check or money order, not currency 





Use the “Classified Opportunities Section’? to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


Samples of merchandise, literature, catalogs, etc., will not ay forwarded 





: DISPLAY RATES 





Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previons toe date of publication. 
Address your advertisements and replies te 


HARDWARE Se Classified en. 
239 West 39th St., New York City 




















BUSINESS OPPORTUNITIES 





MANUFACTURERS WE BUY OVER 
STOCKS, close-outs or jobs. Must be new 
goods. What have you? Address Herman 
Mahon, Kendall Sq. Station, Boston, Mass. 


JOBBERS WANTED: 
WARE and _ housefurnishing 
line of fast selling starting 
for oil stoves and range burners. 
Address Box B-547, care of Harpware Ace, 
York City. 


stores to handle a 
rings and kindlers 
Large profits. 
New 


UNUSUAL OPPORTUNITY IN 
BUSINESS, fifty-six years active operation, ex- 
cellent reputation, with larger present and future 
prospects, fine sales outlets wholesale and retail, 
will require $50.000 to $100,000, investor should 
be executive and active manager, experienced in 
general hardware. implements, auto accessories, 
etc. Important distributing center, heart of the 
South, growing city. forty thousand population, 
ideal climatic and civic conditions. Will retain 
interest if agreeab'e. Full particulars with refer- 
ences will exchange with responsible party. Ad- 
dress Box B-541, care of Harpwarre Ace, New 
York City. 








SALES REPRESENTATIVES WANTED 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
bison Ohio. 


SAL ESMEN WANTED BY REPUTABLE 


PAINT manufacturer who are now calling on 
paint and hardware stores to sell a complete iine 
of paints, varnishes, enamels, etc., as a side line. 
Protected territory. Strictly commission basis. 
Address Box B-530, care of Harpware AGE, 
New York City. 











BUILDERS’ HARDWARE SALES REPRE- 
SENTATIVES DESIRED to sell long-established 
line of sliding door hardware in restricted terri- 
tories on liberal commission basis. Products 
nationally advertised. Company has high credit 
rating. Several territories open. Advise lines 
now handled and exact territory covered. Address 








Box B-553, care of Harpware Ace, New York 
City. 
ESTABLISHED SALES REPRESENTA- 


TIVES CALLING ON the hardware and auto- 
motive jobbers to sell the biggest value of house- 
hold and penetrating oil on the market for all ter- 


ritories, except Missouri, Kansas, Iowa and 
Nebraska. Commission. 10% payable once a 
month. Refinoil Manufacturing Company, 415 


West Sth Street, 


SALESMAN WANTED—TO SELL A 
WELL-KNOWN brand of grass sced on com- 
mission basis as a side line. Excellent proposi- 
tion for men with established trade in hardware, 
housefurnishings, department store or grocery 
lines. Orders can be booked now for Spring de- 
livery, with commission payable upon receipt of 
first delivery. Write giving full details. Address 
Box B-526, care of Harpware Ace, New York 
City. 


Kansas City, Mo. 


| SALES REPRESENTATIVES WANTED | 


CALLING ON HARD. | 


GOING 





SALES ACCOUNTS WANTED 








Dealer or Salesman Wanted 
To interest City and Town Officials 
in Street Name Signs, Traffic Signs, 
Reflecting and Neon Beacon Signals. 

Liberal commissions paid. 
Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 














| 
| 


| 


SALESMAN: WE HAVE OPENING in New | 


Jersey for salesman acquainted with retail hard- 
ware stores; applicant must live on territory. travel 
by car and know the trade. Commission. Shane 
& Hays—Shanday Brushes, 5300 21st Ave.. 
Brooklyn, N. Y 


WANTED—ESTABLISHED REPRESENTA- 
TIVES NOW SELLING the hardware. paint, 
marine, auto top and accessory jobbers. Commis 
sion line with exceptional repeat possibilities 
Stav-Tite Products Co., 3107 Detroit Ave., Cleve- 
land, Ohio. 


‘SALES ACCOUNT Ss WANTED 








PACIFIC COAST MANUFACTURERS’ 
AGENT LONG established, chentele all of best 
jobbers, could take on a good line. Address Box 
B-549, care of HArpware Ace, New York City. 





SALESMAN WITH 24 YEARS’ EXPERI- 
ENCE calling on apartment house supply trade 
in Metropolitan New York territory can handle 
additional lines such as shower curtains, soap 
powders, polishes, etc., on commission basis. Ad- 
dress Box B-550, care of Harpware Ace, New 
York City. / 


MANUFACTURER’S REPRESENTATIVE, 
covering Illinois very thoroughly except Chicago, 
selling only twe short lines, can handle additional 
quality line for retail hardware and kindred trade. 
Known to the trade for years. Hundreds of es- 
tablished accounts in cities and towns, large and 
small, over entire state. Address Box 235, Peoria, 
Hl. 








} 
| 





BEGINNING JANUARY 1, 1935, CAN han 
dle some established lines of hardware items, 
house furnishings, tools, cutlery, silverware. Call- 


ing on retail trade Atlanta, Georgia, and surround- 
ing territory. Forty-two years old, twenty years 
in hardware. Travel in car. References. State 
best proposition in first letter. Address F. L. 
Spain, Jr., care of The Modernization Co., 32 
Cain St., N.W., Atlanta, Ga. 


HARDWARE JOBBER: SEEKING A PRO. 
DUCTIVE salesman, thoroughly experienced, 
| selling builders and shelf hardware, house furnish- 
ings, electrical and plumbing supplies. Must 
have current following in the Metropolitan terri- 
tory, calling on the retail stores and lumber yards. 
State detailed particulars in first letter, refer- 
ences, experience and ability, also territory cov- 
ered. Address Box B-548, care of HARDWARE 
Ace, New York City. 





ADVERTISING—HOME STUDY 





Ane AG HOME STUDY. THE AD- 
VERTISING MIND hardware merchant 
makes the most Poe Send name and address 
for booklet outlining new home study course. 
Hundreds of successful retail merchants have 
graduated from this old established school. Write 
today. Address Page-Davis School of Advertis- 
ing, 3601 Michigan Avenue, Dept. 2488 C, Chi- 
cago, Ill. 





POSITIONS WANTED 








ACCOUNTANT—CREDIT MAN 


Constructive record, experienced whole- 
sale hardware, manufacturing and publish- 
ing, can take full charge accounting, credits, 
inventories, costs. Twelve years last posi- 
tion. Can report immediately. Salary 
reasonable. Address Box B-543, care of 
Harpwarp Ace, New York City. 














HARDWARE LINE WANTED 
ON PACIFIC COAST 


Large Eastern manufacturer 
with National Sales Organi- 
zation selling all hardware 
jobbers can also sell another 
hardware line on Pacific 
Coast and in Texas. 


Address Box B-554 


Care of HARDWARE AGE 
239 West 39th Street, New York City 











Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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or e CLASSIFIED OPPORTUNITIES e 
rs, ] 
on POSITIONS WANTED POSITIONS WANTED POSITIONS WANTED 
YOUNG MAN, 21, expert !ocksmith, experi- _SALESMAN WITH 17 YEARS’ EXPERI- SITUATION WANTED: HARDWARE 
enced hardware clerk. Expert on metal doors, | ENCE in successfully selling architects, engi- | BUYER, WHOLESALE, with good jobber. Fif- 
5.00 Fox locks, etc. Handy in repairing door checks, | neers, contractors and material dealers through- | teen years’ purchasing experience. Capable, reli- 
1.00 glazier_work, odd electrical jobs, saw sharpening, | out Pennsylvania, New Jersey, Delaware and | able and competent. At present employed but 
aes etc. Expert mechanic. Capable and honest. | Maryland, desires position with reputable manu- | wish to change. Twenty 3 hard- 
of Metropolitan district only. Address: Isidore | facturer. Married, have family. Salary basis. | ware experience with two jobbers. Will go any- 
‘do Polonsky, 364 South Ist Street, Brooklyn, N. Y. | Best of references. Address Box B-551, care of | where. Excellent record Cor- 
Poa HARDWARE AGE, New York City. respondence invited. Address Box B-552, care of 
AVAILABLE- CONTACT REPRESENTA- Harpvware Ace, New York City. 
— TIVE to carry out plans and policies for the i Seis! af 
ther Promotion of sales—-to develop new channels for | ‘ i 
jays distribution. Practical merchandising experience. YOUNG ATTORNEY, COLLEGE GRADU- SALES REPRESENTATIVE DESIRES TER- 
“a Successful sales record. Wide and intimate ac- | ATE, MANY years’ experience as manager re- | RITORY. Nineteen years covering Middle West 
te quaintance in hardware field. Traveled exten- | tail hardware store seeks responsible position. | ern jobbers, dealers and industrials, also two and 
i. sively over the entire United States. Desires con- Practical knowledge collections, creditors’ | one-half years Europe. Would consider any part 
nection only with manufacturer. Salary second- | rights, commercial law, drafting legal instru- | of country—Middle West preferred. Those who 
ary to proposition offering stability and future. | ments and conduct of trials. Has had general | desire foreign representation would consider as 
Address Box B-546, care HArpware AcE, New | practice. Address Box B-545, care of HARDWARE | signment in — Address Box B-544, care 
York City. | Ace, New York City. of HARDWARE _AcE New York City. 
. TRY AZ f Consi 
— POULTRY SUPPLIES years of Consistent 
AN h . 
items, <a Moe’s Winter Fountain Sereen Cloth Service to Dealers 
e. Call 
- A Cleanable Top-Fill Waterer which oper- zs 
are ates on the vacuum principle. The water Hard drawn steel wire screen cloth, full 
; = always automatica yremains a e : ° 
5 = proper level in the drinking pan without a gauge, perfectly gene heavily zinc 
Co., 32 spilling. fl bi coated after weaving, lacquered, attrac- 
Complete with Kerosene Heater which A tive White Satin Finish. 
alias will burn a week without filling. All of 
———— durable galvanized steel. Provides — / IE 
flock with plenty of water at the rig . if iL 
temperature, and increases the egg yield. Hard drawn bronze metal ae 32 NI 
ad a ate tte Eten” full gauge, perfectly woven with { 
it 1 ine. e . . 
A PRO. me Wilke tee yo egie y Prices F uniform mésh, lacquered, Bright 
poe or Antique Finish. Sold by leading distributors. 
Must ce 
in terri- e 
r yards. HoEFT & OMPAN) New York Wire Cloth Company 
, refer- 2305 Davis St., Nort icago. 
ry cov- ‘ 6°, 500 Fifth Avenue, New York * Factory: York, Pa. 
RDWARE ¢: es iS or 
The Bristles Can’t 
DY 
IE AD- 
erchant 
address 
course. 
‘shave 
Write 
dvertis- 
» Chi- 
———s) 
N 
ole 
ish- uv O55 9E 
its, ISE IN ANY THING 
— 
H. _ F, Staples & _Company, Inc., Medford, Massachusetts THE WOOSTER BRUSH COMPANY e “WOOSTER, OHIO 
now ' a 
— 
a 
| Good Window Displays«««««« «« «« « « «# « « « 
41e 
Do you realize that no one factor will And many dealers who require their own 
draw people to your store like attractive copy of Hardware Age find it highly profit. 
— window displays of seasonable merchandise? able to subscribe to extra copies for their 
sales force. 
RS Hardware Age is continually reproducing The cost, $1.00 per year, is returned over 
such window displays—its representatives and over in better windows and increased 
one are always on the lookout for new ideas. trade. 
, 
~ HARDWARE AGE, 239 West 38th Street, New York City 
orm 
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NEW 3-IN-ONE SAFETY 
LEAGUE “CLICKING” with 


CHILDREN — PARENTS — DEALERS! 


Three weeks from the time of its announcement, the 
3-in-One Safety League had enthusiastic members and 
boosters throughout the nation! And every day, the 
League is growing stronger! 

Hardware dealers report that boy and girl roller 
skaters and bike riders are ‘‘swarming’’ them for the 
Safety Test Membership blanks. Parents are writing 
their approval of this new safety movement. Safety 
authorities of many cities praise the Safety League and 
its cooperating dealers, and ask how they can partici- 
pate to sign-up more members. 


Get in on this organization that wins good will for 
hardware dealers everywhere! Your cooperation need 
not cost you a penny. Ask us for information! 


Just write on a postcard, “‘Tell us about the 
3-in-One Safety League,” and mail to Three- 
in-One Oil Co., 170 Varick St., New York, N.Y. 







3-IN-ONE SAFETY = Do 
LEAGUE EMBLEM Dy reer aan 
given free to members Qe ne stn 
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“| DON'T CARE what kind 


of a winter we have” 





“My wife says I am like a kid with a new toy. But 
anyone who has struggled through four or five win- 
ters with a pair of balky garage doors and has found 
a 100% remedy will know how I feel. 

The credit should really go to Sam Rogers who 
lives near me and owns a hardware store. He sug- 
gested Stanley “Swing-Up” Equipment. Said it could 
be applied to my old doors. 

I was skeptical, but I’m telling you it is great. I 
don’t care what kind of a winter we have, I know my 
garage doors will open and close easily. And I won’t 
have to shovel snow for half an hour.” 


The big season for garage door ailments is with us. 
Make a canvass of your locality and show the merits 
of Stanley “Swing-Up” Equipment. You can pick up 


business for this winter-proof door equipment. 


Write for full details 
on all types of 
Stanley Door Equipment 


THE 
STANLEY WORKS 


New Britain, Conn. 


(STANLEY) 
ey 





OR 


DO 
EQUIPMENT. 


STANLEY 


FOR EVERY TYPE OF DOOR 
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TRAPPERS WILL BE ASKING YOU FOR 
VICTOR No. 33 


The ideal Muskrat Trap 


designed to eliminate wring-off 


Thousands of these traps are now out in use and trappers 
are writing in that No. 33 is the surest thing for a muskrat 
they've ever set. Designed to eliminate wring-off, and it does! 
Order from your wholesaler. 
ANIMAL TRAP COMPANY OF AMERICA 


The world's oldest and largest Manufacturers of Animal Traps 


LITITZ, PA. & NIAGARA FALLS, ONT. 





The BOSTON LINE of Garden Hose iLCO QUALITY PRODUCTS 


EETS every garden hose need. 7 stand- Padlocks, Night Latches, Door Closers, 


. - Key Blanks and Key Cutting Machines, 
ard nationally known brands of plied bearing the RCO trade mark, capescent 
and moulded hose. Each 


the finest in materials and workmanship. 
brand a leader in its own - ) Look for full page announcement 
price field. A complete > Z in an early issue of Hardware Age 


line that gives you ahose fi INDEPENDENT LOCK COMPANY 
for every purpose at a Fitchburg, Mass., U. S. A. 


price for every purse. 








TH Thich Tha a “ THE SYMBOL OF SUPREME LOCK PROTECTION 


Cambridge, Mass. 















































 Bas~- ocmin om IE 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


' the red, white and blue surface markers in 34 inch diameter and larger. 











Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


— Pier CO REMCO PRODUCTS ey y 
DOMES of SILENCE | 7 BORAK 
STOVE and weaver “NO* NE LANTERN S, UPHOLSTERY > 


THUMB TACKS TUFTING BUTTON na, 195.358 oR 
arte 
PPP ye. vswon fy Jase 
BURNS KEROSENE OR GASOLENE ay 
peice ee ONE PIECE -» » 
SOCKET TYPE ORIVE ON TYPE METAL BED TYPE Ne ® a a 


Robert E. Miller, Inc. neo np eye cape 35 Pearl Street 
: REM REAL CARVED WOOD MOULDIN 
OPTIMUS Noas Domes of Silence, Inc. Ask your Jobber and a os our Trade-Mark appears New York 


KEROSENE STOVE Swedish Optimus Co., Inc. on each package. | e is not supplied—write us. N. , 2 














Pom 
14 TO 24 HOMES 
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DISPLAY for PROFIT! 


chains will do your business a real injury. 
The very thought of chain for any pur- 
pose is one of strength and durability. 
For that reason, if you sell chain at all, 
sell the best. 

ACCO manufactures all kinds of 


@ Chain specialties are universally used 
but will not sell themselves unless dis- 
played. Stock ACCO Halter and Dog 
Chains liberally and hang this ACCO 
Chain Display Card where your customers 
can see, examine quality and feel weight. 

Nowhere is quality more important 


chains and chain specialties. Consult 


than in chain specialties. Defective your jobber. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT « CONNECTICUT 


WORLD’S LARGEST MANUFACTURERS OF WELDED AND WELDLESS CHAIN 


Sia nb hh 





CODE 





DECEMBER 6, 1934 








In = of Your 


GOOD WILL 
That Golden Cord of 


FRIENDSHIP 
HOPE 


and 
CONFIDENCE 
San 


May it lead you to bet- 
ter things during the 
coming year. 


aa 


Shapleigh National Series No. 1909 


We will send free to customers, on request, a copy of the above, printed on high grade paper, in colors as shown, suitable for frami 
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